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PRIZE 
A vacation-a- 1847 


year for 5 years 
...via Jet! RUNNER-UP BONUSES ——z 


PRIZES For the top 20 


Swimming pools, winners who 


cars, luggage, purchased 
etc. 1847 Rogers Bros. 


International gives out the prizes... 


Beginning October 8... sdidamaaaeiemainn 
the fi rst such consumer And fabulous prizes they are! 1847 of ’em. And ya 
know what a drawing-card this kind of contest can b 


traffic-building contest nent itmenheaibi’ 
in the silver world! 


Don’t miss this chance to turn traffic into sale 
You give out the entry Dianks... Use the window and in-store display material to attra 


so you get the traffic! that extra traffic from the street. Then be ready wit 
You will be supplied with Travel-On Entry Blanks, so the expert salesmanship and know-how that can stim 
people must come into your store, giving you a big late these perfect prospects to buy 1847 Rogers Bra 
opportunity to sell “1847” and other merchandise! and other items in your store! 


National ads give out the news... 
so you get the traffic! Ask your Approved Wholesale Distributor 


Big, full-page ads in these important national magazines for details... 

—LIFE, LOOK, THIS WEEK, McCALL’S — will tell e About display material and entry blanks 
29 million consumers about the Travel-On . . . and ¢ About a Travel-On “special event”’ 

send customers to your store! e About special prizes for your salespeople 


1 8 47 FR O Oo E ee S B iw O Ss e America’s Finest Siiverplate 


MADE ONLY BY THE INTERNATIONAL SILVER COMPANY —MERIDEN, CONN. THE SILVER CITY 





Wa2lzam Levine Announces 


A NEW 
VITAL SERVICE 
for JEWELERS 





GLOBE 
MERCHANDISE 
TRADING CORP. 


Opens the door to 
Unlimited Prospective Jewelry Buyers 
throughout the world! 


Brings to your door 
Jewelry Availabilities from Unlimited Sources 
throughout the world! 


The services of the Globe Merchandise Trading Corporation can 

make the world your supplier—the world your market. 

To buy or sell—diamonds or other jewelry at the right price— it is all a matter of bringing 
together the right buyer and the right product. 

The Globe Merchandise Trading Corporation will act as a clearing house bringing together 
buyers and sellers of jewelry, no matter where they are located. We will find a buyer for 
your diamonds or other jewelry that cannot be sold through your normal channels or we will 
find, at any time, the exact items you are seeking at a fair market price. 

There is never a possibility of loss as all merchandise is fully 

insured while in transit or in our possession. 


A new folder containing detailed information on the Globe Merchandise Trading Corporation— 
who we are—how we operate—and how you can benefit—has been sent out. If you have 
not received your copy write us today. It will be sent to you by return mail. 


For Complete Information Write 
GLOBE MERCHANDISE TRADING CORPORATION 


Division of William Levine and Company 
29 East Madison Street « Chicago 2, lilinois 


Telephone * ANdover 3-241! 
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If you accept watches for repair—or 
plan to—you'll turn to page 60 before 
you read anything else in this issue of 
JC-K. Starting this month is a series 
of articles about the watch repair de- 
partment which can put money in your 
pocket. The watches on our cover em- 
phasize our contention that this is "must" 
reading. . . . That questionnaire on 
page 7! is for you to fill out and send 
to Chilton Research Services. It will pro- 
vide industry-wide information to help 
you test every phase of your store op- 
eration against that of other jewelry 
stores in the country. Worthwhile? Then, 
do it now! 
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the eye-opening styles in Wallace Stainless 


Even a fast look at any line-up of Wallace Stainless 
patterns shows you they’re the newest, most exciting 
patterns in the business! By a “‘line-up,’’ we don’t 
mean a mere handful, either. Wallace Stainless comes 
in 31 different patterns in 6 different price lines... 
every one a shining example of fine design, superb 
craftsmanship and great durability. Who could ask for 


more in stainless? Certainly, not customers! They've 
been buying Wallace Stainless, and will keep on buying 
it at the same record-breaking clip because they see 
the difference, too. It’s the finest stainless made. 

For further information, see your local Wallace dis- 
tributor, or write to Dept. WH, Wallace Silversmiths, 
Wallingford, Connecticut. 





WALLACE! |STAINLESS 











The greatest name in American tableware 


FALLING LEAVES tsp 


FLEETLINE tsp 


WALLACE STAINLESS —A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT . . . SINCE 1835. 
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Ordinary or Kxtraordinary? 


You're looking at the heart of the Sessions Cordless Klectric 
Miracle Clock. At first glance it seems to be an ordinary balance 


wheel assembly. But in actual fact, it is the world’s first successful 
application of a balance wheel to govern a DC clock motor, a 
revolutionary principle first discovered in the development of 
timers for guided missiles. It does away with the escapement 
mechanism entirely and makes possible this amazing advance: 
A PERFECTED CORDLESS ELECTRIC CLOCK THAT IS 


ACCURATE EVEN IF BATTERY VOLTAGE CHANGES! AC- 
CURATE EVEN IF MOTOR LOAD CHANGES! ACCURATE 
EVEN IF GEAR LOAD CHANGES! ACCURATE EVEN IF 
LUBRICATION IS DISSIPATED! The Sessions Miracle is the 
only movement on earth that automatically compensates for these 
changes to keep the clock running in perfect time all the time. It 
is made only by the Sessions Clock Company of Forestville, Con- 
necticut ... The Company That’s Starting a Revolution in Time! 


SESSIONS MIRACLE MOVEMENT! 
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K&B mountings 
olompanteyas 


to sell your 
obechaateeretsy 


Biren’ finest mountings, products of 
Karlan & Bleicher, Inc., offer you these four big 
advantages: 1. better styling; 2. better findings; 


3. better workmanship; 4. better finish. And since the 


A TT Patent N 
Perfeci ZiOOU + a» so 
INTERLOCKING BRIDAL PAIRS 


in the largest selection offered anywhere. Over 


mounting does so much to help sell diamonds, it stands a thousand styles to choose from. 
to reason that when the mounting is the finest 
. ° ° ° 7’ 
possible, it works hardest toward achieving your goal. I | NIE ( 
: Le | if ICHAale Settings 
Experience, tradition, equipment and uncompromising , 
utilize four smaller diamonds beneath the 


adherence to highest Slecveletbuemey quality are center diamond for the appearance of twice 
: ; . the size and sparkle. 
essential ingredients of every 


K & B product. 


| Yoeciaculijghi Settings 


ingeniously utilize ten or more diamonds be 
neath and surrounding the center diamond to 
create the appearance of as much as six 
times the size and brilliance. 












Illustrated 
Mounting 
No. 104/2476 
Wedding ring: 


No. 45/2477 

Available to take 

.Q2 to .10 pt. diamonds Karlan & Bleicher products are avauable 
Excellent 14, 42, %, through the nation’s leading wholesalers. Ask 
I ct. total weight sets about our free mat service. Circulars, dis- 


plays and catalogue sheets available. 





Creators, Designers and Manufacturers of ‘Perfect Ring Findings” 


BA arian « BES Leiner. INC. 


136 W. 52nd ST., NEW YORK 19, N. Y. Offices in Chicago and Los Angeles 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 











PERSUASIVE 
DIAMOND 
SALESMAN 


See the new Mark IV Gemolite at the shows 


Operate it yourself—see the dramatic impact of a 
diamond through the Mark IV Gemolite. See how 
you will create greater customer interest with less 
sales resistance. Marvel at the new z-0-0-M LENS 
—watch the gem’s image grow to the exact size for 
best viewing. No sliding or revolving nose-piece. 
No image jump or blackout. Erect 3D magnifica- 
tion. Improved multi-purpose illumination. Prove 
to yourself how the Mark IV Gemolite will be 
your most persuasive diamond salesman! 


CHICAGO: 


July 19-23, Booth #139, Morrison Hotel 


NEW YORK: 


August 9-13, Booth #76, Waldorf-Astoria 


LOS ANGELES: 


Aug. 30-Sept..1, Booth #18, Statler Hotel 


GEMOLOGICAL INSTITUTE 
OF AMERICA 
11942 San Vicente Bivd., Los Angeles 49, Calif. 
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ABOUT THE 
SUNBEAM 
WEST COAST CONSIGNMENT 
MARKETING PROGRAM 


In January, when Sunbeam Corporation launched its West Coast 
Consignment Test program, it also introduced an entirely new concept in the 
marketing of portable electric housewares. This new Sunbeam program, now in 
effect in the states of California, Oregon, and Washington, is the result of more 
than a year of intensive work by a merger of outstanding marketing and 
legal talent. 


Under the program, Sunbeam has consigned its appliance line to selected 
distributors in the West Coast area, who have become distributor-agents. 
Dealers handling Sunbeam products regularly and in quantity are given the 
opportunity to sign a Dealer Contract, authorizing them to buy from these 
distributor-agents. No contract is required of dealers purchasing three or less 
units per month. 


THE SUNBEAM CONSIGNMENT TEST PROGRAM IS FUNDAMEN- 
TALLY SOUND BECAUSE ALL DEALERS ARE PUT IN A POSITION 
OF PURCHASING EQUALITY AND AT THE SAME TIME “BAIT” 
ADVERTISING PRACTICES ARE CURTAILED SINCE SUNBEAM 
WILL NOT SELL ITS CONSIGNED PRODUCTS TO THOSE GUILTY 
OF BAIT AND DECEPTIVE MARKETING PRACTICES. 

















Under the program, all dealers both large and small are given equal treat- 
ment. The sale through the agent is the original sale by Sunbeam. Thus, Sunbeam 
has established uniform dealer cost prices, putting all dealers in an equal com- 
petitive position. 


Sunbeam has announced its policy not to sell its consigned appliances to 


any dealer who engages in ‘“‘bait’’ advertising. Dealer prices are not fixed, how- 
ever, since all dealers are free to price as they choose in their stores. 


The enthusiastic approval of this program by West Coast Distributors 
and dealers has offered strong indication that Sunbeam has formulated a solid 
marketing program which will again make it possible for the dealer to operate 
his Sunbeam portable electric appliance business at a reasonable profit, and 
with good business ethics. 


For over 65 years, Sunbeam Corporation has been dedicated to the twin 
principles of making the FINEST QUALITY products possible, and of mer- 
chandising those products through a mass network of independent distributors 
and dealers. 


As the FIRST manufacturer of portable electric housewares to take 
positive action toward finding a way to restore the industry to a normal, healthy 
competitive condition, Sunbeam asks the active support of every distributor 
and dealer throughout the nation. 


Because the stake is a BIG and a MUTUAL one, it will pay every 
retailer to CONCENTRATE his selling efforts on Sunbeam NOW —the Port- 
able Electric Housewares line produced by the manufacturer who is CONCEN- 
TRATING on solving today’s marketing problems. Sunbeam—the manufac- 
turer who is really trying to preserve distributors and dealers from monopolistic 


destruction. 


THE BEST ELECTRIC APPLIANCES MADE 





ELECTRIC APPLIANCES - ELECTRIC SHAVERS - ELECTRIC CLOCKS - 

POWER MOWERS (GAS AND ELECTRIC) - ELECTRIC POWER TOOLS - RAIN 

KING SPRINKLERS AND HEDGE TRIMMERS - INDUSTRIAL FURNACES 
- ANIMAL CLIPPING AND SHEEP SHEARING EQUIPMENT 


SUNBEAM CORPORATION, Dept. 276T, Chicago SO, Illinois 
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What do we 
know that 
you don't? 
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Look for us at the two national 
Jewelers’ Shows and find out 


about the great new plans of the 
Watchmakers of Switzerland. 


Great things are about to happen! Right now, 

we’re on the verge of implementing plans, 

the like of which we’ve never attempted before. 

Since these plans directly affect you and your sales, 
we Know you'll be interested in hearing about them 
before they’re made public. So be sure to 

get together with us at one of the R.J. A. shows. 
You're invited to our Hospitality Room in Chicago! 
From July 19 to 23 we'll be looking for you 

at the R.J.A.’s “Night in Switzerland” at the 

Hotel Morrison, Chicago, Illinois. 

Visit our Exhibit at the Waldorf-Astoria in New York 
during the R. J. A. Show from August 9 to 13. Elements 
of our campaign will be displayed for the first time 
and we'll be happy to give you the details. 








The Watchmakers of Switzerland 





Zippo Prestige Displays 


the lighter that sells because it works presents two new displays 


7 — lege ters 


a 


tt 


Solid walnut display with hand-rubbed finish. Crushproof velvet 
pad for displaying other merchandise under light. Size: 10”x 23”, 
height of lamp: 13”. Pilfer proof. 


oo 
ZIPPO ASSORTMENT NO. JD-12330 


| #1500 Sterling Silver Slim $15.00 
1 #1830 10K Gold Filled Slim, Plain 18.00 
1 #1835 10K Gold Filled Slim, Rope 20.00 
1 #1845 10K Gold Filled Slim, Stars 20.00 
| #20A 10K Gold Filled, Rope 20.00 
1 #18 10K Gold Filled, Plain 18.00 
1 #15 Sterling Silver, Plain 15.00 
1 #17 Sterling Silver, Engine Turned 17.00 
2 #1610 High Polish Chrome Slim, Plain 9.50 
1 #1615 High Polish Chrome Slim, Ribbon 6.00 
1 #1620 High Polish Chrome Slim, Crisscross 6.00 
| #1625 High Polish Chrome Slim, Diagonal 6.00 
2 #250 High Polish Chrome 9.50 


———————— — — ao mia aoe 2 #350 Engine Turned 11.50 
Hand-rubbed solid walnut display. Size: 2”x 72" x 12”. Has 4 #200 Brush Finish Chrome 14.00 
easel for display 30° and 60° angles. Velvet pad. Pilfer proof. — 


21 TOTAL RETAIL PRICE $205.50 
<> ZIPPO ASSORTMENT NO. ZD-3330 Display Free 
Your Cost 
2 #1610 High Polish Chrome | #250 High Polish Chrome 4.75 YOUR PROFIT........ . $82.20 
Slim, Plain $9.50 1 #350 Engine Turned 5.75 
| #1615 High Polish Chrome 5 #200 Brush Finish Chrome 17.50 


Slim, Ribbon 6.00 12 TOTAL RETAIL PRICE. $55.50 O 
| #1620 High Polish Chrome Zl ® 
Slim, Crisscross 6.00 Display Free 


| #1625 High Polish Chrome Your Cost we . PY = ZIPPO MANUFACTURING CO., BRADFORD, PA., 
Slim, Diagonal 6.00 YOUR PROFIT .. $22.20 &» AND CANADA LTD., NIAGARA FALLS, ONTARIO 


10 JEWELERS' CIRCULAR-KEYSTONE, JULY 1959 









LLOYD'S BY 


POLISHOOR 












vance showing of the new 
99 Inventory Controlled Plan. \ 


/ | \ 

| | | | 
LOYD’S al 
‘ASIC | : \ | 
EDDING RING | | 
IVENTORY 
ONTROL 
RAY 


— 


| THE RESULT Your customer knows what she wants — The exclusive Lloyd's tray contains an 
F MANY YEARS especially in wedd 1ng rings. We have absolute complete selection 1n  rscorinl om 
F RESEARCH. put together a wedding ring tray tor and butter retail price range from $/ 5 
you that acts as a salesman and a to $37.50. Styles are exchangeable, guaranteed 
» tabulated merchandiser. . all in one! Here are 12 to move out of your store or we ¥ ill exchange 
‘tual over-the-counter of the best-sellers 1n wedding rings. . the inactive numbers for faster moving wedding 
‘perience of hundreds arranged in size, beautifully pre- rings. YOU ARE NEVER STUCK. There 1s a Lloyd's 
retailers, the daily sented and just right for your customer! salesman in your territory who 1s glad to 
Pons et Cae pais amen (Resale price tags on every ring.) serve you — now’! 
' esale price tag ) g erve you — n 


1d our merchandisers. 
his is the result — 90 
»edding rings 


at will sell! 4¢ STAMP AND THE COUPON BELOW — AND YOU'RE IN THE WEDDING RING BUSINESS — RIGHT! 


. POLISHOOK & SON corp. 


K. POLISHOOK & SON CORP. 
216 East 45th Street, New York 17, N. Y. 
Gentiemen: 

Please send me more information on your 
wedding ring tray. 


ANUFACTURERS OF “EVERYTHING IN RINGS’’ SINCE 1898 
16 t, New York 17, N.Y. MUrray Hill 7-1664 


Address 











~ Cartaln Gong Upon SHRUROS: 
EVERY ONE A SHOW-STOPPING) 


THE ONLY 
‘TRANSISTOR | 


/ RADIO IN THE | 
thes ys MARKET WITH | 
spotl BUILT IN DYNAMIC 


SPEAKER AT SUCH 


cy 2 em 
WARYEG Fully Transistorized 


SHIRT- POCKET RADIO 
Has everything it takes to be a runaway best-seller: 


¢ Built-in dynamic speaker 

e Tremendou m6 sl od every age group from — Se 2 
Pre-teens re old-timer 

e Unbreakable Endu LE ick anten 

e CHALLENGES EVERY KNOWN VALUE IN RADIOS 


AT TWICE THE PRICE AND MORE 


RETAILS AT 








EW SMASH FITS 


’ EYE-POPPING CUSTOMER GETTER! 


UP YOUR TRAFFIC. UP YOUR VOLUME. UP 
YOUR PROFITS WITH THESE HIGHEST-RATE- 
OF-SALE PROMOTIONS ON THE MARKET! 


AMERICA’S MOST SALES-APPEALING ALL TRANSISTOR RADIOS 


jl / CROWN 6-Transistor ‘Slimline’ Shirt- LINMARK 4-Transistor Shirt Pocket Rae 
atu Pocket Radio smartly fashioned and cut dio... designed for big-time sales with 
crafted for perfect performance! Less plenty of big profits packed into the 


little case. 
than an inch thin! 


RR AOI 


——e OO way ween? -~ - 


dio .. . world’s smallest radio with built- 
in dynamic speaker that'll take your 
customers by storm, it’s that great! 


/ LINMARK 8-Transistor Shirt-Pocket Ra- 
}l } CROWN 8-Transistor ultra’ powerful Cul! dio . . . the only “8” shirt pocket radio 
‘a cu »s Pocket Radio... boasts both standard powered by inexpensive penlite batteries, 


Il / LINMARK 6-Transistor Vest-Pocket Ra- 


n | CROWN 7-Transistor Shirt-Pocket Radio 
cut . Operates on ordinary low-cost pen: 
lite batteries for over 300 hours! 


and short-wave receiving bands. Terrific receptivity and tone! 


PRAISE-WORTHY, PRIZE-WORTHY, SALES-WORTHY CAMERAS: 
New J NEOCA 35K 35MM Camera . . . improved New J VANGUARD 8MM Movie Camera . . . out: 


a model of a top-quality item value-priced standing star of the budget-range movie 
nage" ‘ 
with a generous mark-up. camera collection in this country! 
CINEMAX Movie Camera with very fast 
NEOCA a VS name Camere sooe ce New | 1.4 lens, and electric eye exposure meter 
2 luxe version with a line-up of selling - , « « One of the world’s finest, sure to be 
features as long as your arm! a best-seller to your best customers, 


FAMED STANDARD FOR STAINLESS FLATWARE 


lew! LINMARK Patterns in sales proven and tested . . . Linmark stainless steel flatware, 


YOU ARE CORDIALLY INVITED TO SEE : 
THE NEWEST OF THE NEW SHRIRO stern, Aoertses 
SALES PROMOTION SPECTACULARS Sncasune Mun 


Starring JAN MURRAY 





At The Following Trade Shows 


NATIONAL ASSOCIATION 
OF MUSIC MERCHANTS (NAMM) CHICAGO CONVENTION AND TRADE SHOW PACIFIC TRADE SHOW 
HOTEL NEW YORKER, NEW YORK, N. Y, MORRISON HOTEL JULY 19 — JULY HOTEL STATLER, LOS ANGELES 
JUNE 22 — JUNE 25 ROOM 704 SKY SUITE NOS, 4127, 4129, 4132, 4133 AUGUST 30, 31, Fb eee 1 
ALLIED GIFT & JEWELRY SHOW 


BOOTHS 4 and 5 
HENRY GRADY HOTEL ATLANTA, GEORGIA WALDORF ASTORIA AUGUST g. RAUGUST 33 DETROIT JEWELRY SHOW ADOLPHUS HOTEL, DALLAS, TEXAS 
' 3 SEPTEMBER pe ‘SEPTEMBER 10 


JULY 19~JULY 22 ROOM 714 BOOTHS 65 and 66 - STATLER HILTON HOTEL, DETROIT, MICH. 
AUGUST 23, 24, and 25th 
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It’s good business to give them 


SOMETHING 
SPECIAL TO 
RENMNENBER 
YOU BY... 


T houghtfully you place their wedding 
ring in a beautiful Dennison case. From this day 
on you share in the memory of a cherished moment. 


It’s a day to remember and a way to more sales for you 
in the future. 


Every valued gift merits such a sentimental setting by 
Dennison. There’s a Dennison-designed package to provide a 
rich background of velvet or satin for jewelry of all kinds. 
All come in individual white packers. 


Ask your wholesaler to show you the complete Dennison line to create more follow-up business. 


e 
RAVI AOYL Helping you compete more effectively 


JEWELERS’ DIVISION + MARLBORO, MASSACHUSETTS 
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651 Y. Jeweler’s Cost $4.05 Consumer Price $8.95 F.T.1. 


TTI 


652 Y Jeweler’s Cost $4.05 Consumer Price $8.95 F.T.1. 











U6 indieteetct ou Jeweler's Cost $4.95 Consumer Price $10.95 F.1.1. 
659 Y, W (Sport ends) . Jeweler’s Cost $4.95 Consumer Price $10.95 F.1.1. 


for suburbs or town... sport dress or gown... 


GEMEX GIVES YOU THE NEW WATCHBAND IDEAS! 


New dainty, ultra-feminine tubular bands! New casual, comfortable ladies’ Sub- 

urbanite bands! New dramatic bands with rhinestone inserts! All from Gemex.. . 

all with the superior styling, the value, the Gemex glow that make your sales grow! 
ORDER FROM YOUR WHOLESALER TODAY 


ihe & aa M| om, corporation 


UNION, NEW JERSEY 
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VOGUE, HARPER’S BAZAAR, TOWN & COUNTRY, THE NEW YORK TIMES MAGAZINE 


These magazines reach the quality-conscious, high in- 


come market, the people who purchase fine jewelry. Your 
customers will see this ad and they will ask you to show 
them Chatham Cultured Emeralds. 

This national advertising campaign backed by mer- 
A sales promotion and publicity will build 
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more sales for your precious jewelry department. 
For further information on how you can profit by 
this complete promotional program, ask your fine 
jewelry supplier, or write or call today— 
CULTURED GEM STONES INC., 
Division of Ipekdjian Inc., New York 36, N.Y. 


All prices Keystone 
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The cultured pearls you buy 
from Ipekdjian, Inc. have | 
been chosen and purchased | | 
by the Tokyo branch of | 
Ipekdjian, Inc. You buy from | 
the original purchaser, 

insuring the best of the 


market at lower cost. 


Now you can offer your 
clients the most perfect 
cultured pearls available at 
no more than they would 


pay jor average quality. | 2 


Chokers, necklaces, loose 


pearls, th ree-quarter pea rls 


—all shapes, sizes, 


colors and price ranges. 
I pekdjian, Inc. has been 
serving the cultured pearl 


needs of leading 





manufacturers, wholesalers 
and retailers for more 


than a decade. 


Call or write today for a 


memorandum selection. 





Your request will be given 


immediate attention. 


pencil NC. 


580 FIFTH AVENUE, 
NEW YORK 36, N.Y. 
JUODSON 2-0813 





TOKYO: Hotel Tokyo 


Leading Importers of Cultured Pearls 








SCHMETZER’S Black Forest 
Do-t- Yourself 


Cuckoo Clocks 


imported from our 
Frankfurt/Main 
Buying Office 








NOW...the amazing 
Do-It-Yourself Cuckoo 
Clocks that REALLY 
CUCKOO...every 


quarter hour! ONLY $10.00 each Retail 
Stocked New York for Immediate Delivery 


easy to assemble kits 


Hand-carved and hand- 
decorated, with famous Black 
Forest precision movements. 
Kits can be put together in a 
whiz! 
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No. 1930 | 

—3 birds, 3 leaves. No. 1910 

11”. Colored only. —1 bird, 5 leaves. 
10”. Brown only. 


No. 1920 
—Black Forest House. 
9”. Colored only. 





225 fifth ave., suite 506 new york 10, n. y. 


chicago san francisco 
Moke us your European Buy- 1591 merch. mart 263 western merch. mart 
ing Office. Convenient offices dallas 
located in Frankfurt/Main, 146 merch. mart 
Basel and Naples. Write for 


details. 
See us at the JEWELERS SHOWS, Chicago—Space 2 and 3: New York—Space 111 
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These 
Golden 


Flowers 


4874—the earrings 


4873—the brooch 


Brooch and earrings in 
matching pansy design... 
14K yellow gold with a 
diamond in the center. The 
sanded finish is in bright 
vellow color with polished 
highlights, to add brillance 
and charm to the superb 
CHURCH & COMPANY crafts- 
manship. Also available 
in white gold. 


CHURCH & COMPANY 


Manufacturing Jewelers 
1 2 Garden Street, Newark 5, N. J. 


he ne 


Trade mark registered AMERICAN 
in US. &@ Conoda GEM SOCIETY 

















They’re New... 


Solid sterling silver ring with 10K gold 
crown is result of new process invented by 
manufacturer. $14.95 retail. (Between $13 
and $13.90 Keystone, depending on stone.) 
From Dee-Jay Co., 402 Jewelers Exchange 
Bldg., Minneapolis. 


Seven-jewel waterproof watch has _ gold- 
colored steel back, luminous hands and dial. 
$14.95 retail. From Oris Watch Agency, 15 
W. 37th St., New York. 


Ladies’ cigarette case has imported filigree 
design. In white, black, red or blue, $3.95 re- 
tail. From House of Nash, 316 Barrow St., 
JerseyeCity, N. J. 


, 


“Tsotron,” cordless electric clock, is powered 
by standard flashlight battery. With solid 
brass case, brushed silver dial ana gold-color 
numerals, $34.50 retail. From Westclox divi- 
sion of General Time Corp., La Salle, Il. 
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American Inflation 
And Its Impact 


On Diamond Sales 


by Joachim Goldenstein 


The hot controversy in American dailies and magazines over 
creeping inflation has crossed the ocean and is hitting the front 
pages of the European press. 


Cleveland Amory in the sophisticated American Abroad says 
“The reason the dollar won’t do as much for people as it once did 
is that people won't do as much for the dollar as they once did.” 


Columnist David Lawrence is worried that the U. S. Govern- 
ment shall let the dollar go down from 50 cents to 25 cents. Alas, 
since the first world war 75 per cent of the purchasing power of 
the dollar is gone with the wind, and only 25 cents remain. 


Americans are afraid of inflation but know nothing about it. 
Nobody in America knows what inflation is. If an American 
wants to know what inflation is, he should come to Europe. We 
in kurope are all graduates and postgraduates of inflation, defla- 
tion, devaluation and other euphemisms for monkey money. 
Our diplomas are written on tons of banknotes (francs, marks, 
lires, pesetas); some worthless and out of circulation, others 
worth 1% of their face value. 

In France, where prices and zeros were dancing a _ hectic 
sarabande, De Gaulle dared to cut off two zeros. To gild the pill 
he tells you that one heavy franc will be worth 100 old francs, 
and not that 100 francs are worth 1 franc. The reverse-cut is 
cute, but does not change the picture. 

e* es ® 

The Antwerp diamond market always reacts with the sensi- 
tivity of a seismograph to all money fluctuations and our diamond 
men are masters in arbitrage. No wonder they are now buying 
heavily. Wall Street frankly admits that the record prices of 
American shares (Dow-Jones index 625) is the result of a run- 
away from the American dollar. Why doesn’t Main Street pro- 
mote diamonds as an investment? In these days of shrinking dol- 
lar values diamonds are the best hedge found yet to beat inflation. 


The 900 smart American jewelers who have joined forces with 
our Golden Club for the better diamonds we are supplying at 
the lowest wholesale prices from the Antwerp market know it. 


They know that solitaires and loose diamonds are the ideal 
investment in the jet age, as well for the jeweler as for his cli- 
ents. Featuring and selling loose diamonds in paper parcels direct 
from Antwerp, but, of course, not with a Keystone margin of 
profit, the jeweler will build volume and certainly make money. 


Above comments adapted trom my articles printed in the offi- 
cial publication of the Belgian diamond industry, the New York 
Herald Tribune (European Edition), and The American Abroad. 


Clip and airmail today! 


HOW TO SELL DIAMONDS FOR INVESTMENT 


Rush full information and wholesale price list 
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JOACHIM GOLDENSTEIN 
Diamond Club, Antwerp, Belgium 


(airmail postage fo Antwerp 15 cents) esau esaaneue 
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They're New... 


Lenox china is used for base in desk sets by 
Sheaffer. “Squire” (left) and “Sea Wave” are 
from new line retailing from $19 to $68. From 
W. A. Sheaffer Pen Co., 350 Fifth Ave., New 
York. 


Cordless electric desk clocks have polished 
chrome plated cases, self-regulating devices. 
From Jefferson Electric Co., Bellwood, Ill. 


Be ae as POR en ae pee 


Leaf brooch with cultured pearl comes in 
14K gold. $50 Keystone. Matching earrings, 
$50 Keystone. From Fisher and Co., 19 Lib- 
erty St., Newark, N. J. 
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> AMERICANA 
Shi 


19 Jewels — Jewelled Lever Movement 
SHOCK PROOF 
WATER PROOF* 
Unbreakable Mainspring 








Luminous Dial 
ANTI MAGNETIC 
Fine Expansion Bracelets 
Golden Gift Case 











= GRUEN...the Precision® Watch gives you the real answer 
to cheap competition. Exciting, eye-opening, sales-making. 
A famous watch ...GRUEN. A fine quality watch ...GRUEN. 
With all the features consumers have learned to recognize and 
demand in a watch... 

Feature Americana. ..and its unequalled value. ..to bring watch 


business back into your store. Priced to sell for only $19.95 plus tax. 


*when case, crystal and crown are intact. 


THE GRUEN WATCH COMPANY © 630 FIFTH AVENUE, NEW YORK 


in Canada Toronto e Ontario ...tin Switzerland Bienne e Geneva 
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This FREE counter or Gate in 
color tells your customers the 
many advantages of 
Nivastoan 
fi Pn a IAM 
SELF-LUBRICATING MAINSPRINGS 

















nae oe a It helps your 
d mene ES repair business. 

\ : You give 

por YE more and 

you get 

more. 


% xe W& Nivastar Mainsprings are sold only through watch 
material supply houses. Display card can be secured just by 
sending one Nivastar envelope to gy 

HAMMEL, RIGLANDER & CO., INC. 


Box 100, Madison Squore Sta., New York 10, N. Y 
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America s Most Exciting, Most Saleable 
LINE OF 


TROPHIES 
AWARDS 
PLAQUES 


See them on display at the 
CHICAGO RETAIL JEWELERS’ SHOW 


¢ Individual Awards 

* Team Awards 

¢ Every Sport Awards 
e All-Occasion Awards 


® Incentive Awards 


Custom-designed miniature repli- 
cas of trade marks, products, 
buildings 


SEND FOR FREE 52 PAGE CATALOG 


° ae co. 


MA 








They’re New... 


Hamilton’s 22-jewel “Thor” comes in yellow 
gold with tapered strap ($85 FTI) or ad- 
justable bracelet ($95 FTI). 


Money clip represents line that includes 
earrings, necklaces, bracelets, pins, cuff links, 
tie slides and key rings available with the 
seal of any state. All $13.50 Keystone per 
dozen. From Eddie Nelson Co., 302 Mullin 
Bldg., Cedar Rapids, Iowa. 


Illumination has been added to General 
Electric-Telechron’s “Snooz-Alarm” clocks. A 
small bulb behind dial radiates a pink glow 
for easy time telling. $8.98 retail. 
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“GRUEN 


THE PRECISION® WATCH 


*tey 
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Magnificent new Royal Gems, qually diamond-set watches ty Qin iz ieee 
glamorous selling ... the most unusual gift package evex created for a fine watch / 


Realistically pried from $99.75... with fevofil and mark - Up you U applaud. 


THE GRUEN WATCH COMPANY « 630 FIFTH AVENUE, NEW YORK 


In Canada Toronto e Ontario ...in Switzerland Bienne e Geneva 
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Two new displays, with the name your 





Let the Speidel name for quality 


sell men’s jewelry for you! 


Nine carefully selected sets under glass and four boxed sets as 
illustrated have been chosen as the very styles you would order yourself. 
All merchandise is beautifully gift-packaged and all items are in duplicate so that staple 
merchandise can be sold from back-up stock without removing items from display thus assuring 
a full & selling display at all times. 


Your Speidel salesman has a very good reason for you to give this Speidel MJ/42 unit your immediate consideration. 


ASK YOUR SPEIDEL DISTRIBUTOR HOW YOU CAN OBTAIN THIS DISPLAY FREE! 


Copyright, 1959, Speidel Corp. 


MAKE SURE THIS Spoidel TEAM 


IT’S THE NAME KNOWNro... 
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The Tower 


ii Ye of Sales 
| 4 a 64 of Speidel’s top 






selling Ladies’ & 
Men's watchbands on 
display selected 


because each is a 
Sales-proved item. 








& i anand 
- ent many 








Tray storage for a 176 
watchband back-up 
Stock. Sliding glass 
panels give instant 
accessibility. The 
most popular bands 
are duplicated on sep- 
arate facings; always 
on view-selling for 
you! 

ASK YOUR 
SPEIDEL 
DISTRIBUTOR 
HOW YOU CAN 

OBTAIN THIS 
DISPLAY FREE! 





















SELLS FOR YOU! 
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More than 1300 exact-size 
illustrations and pattern names. 
Now in the newly-revised 


Sterling Flatware Pattern Index. 


Increase your Sales and Profits by having ALL 


the Sterling Flatware Patterns at your fingertips 





ray 
I his book is a necessary selling tool. 


Used every day by jewelers across the 
nation, it contains actual-size illustrations of 
active, inactive and obsolete sterling silver 
flatware patterns made by manufacturers in 
this country. 


Easy-to-use, this valuable reference book 
has a complete index which lists: 
® the manufacturer's name 
® the patiern name 


® the current status of every pattern 


® With binder $27.50 © Without binder $17.50 


FOR THOSE WHO ARE ALREADY USING THE INDEX 
THE 1958 REVISION SHEETS WILL BE SUPPLIED AT $6.75. 


28 


The Sterling Flatware Pattern Index is 
handsomely printed on heavy coated stock 
and is conveniently prepared in loose-leaf 
form. Revision sheets are made available at 
reasonable cost every few years. 


FFs FF SF KK 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 


Enter our order for a copy of THE STERLING FLAT: 
WARE PATTERN INDEX. 


With binder $27.50 Without Binder $17.50 
1958 Revision sheets $6.75 


Street 


City 


eee eee CCL CLCLLLLLLLLLILLssseel 
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‘foohengrin"® 


. 


SPECIAL 


DIAMOND 
MAT SERVICE 


Up to 10 beautifully designed, well merchan- 
dised, completely prepared ads each 
month ready for the newspaper! 


* 


SENSATIONAL 


Y2 CARAT 


Weight Series 
Promotion 


Terrific promotion in a complete package 
... new styles, new prices... 
new business for you! 


Newest Invention in 
Over 500 Years! 


Suddenly it’s 1970! Secret Caress is the in- 
vention that’s ten years ahead of its time. 
Exclusive with Lohengrin, it guaran- 
tees perfect ring fit automatically. 
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PORTRAITS 
PERMANENTLY ETCHED 
IN PRECIOUS METAL 


For the first time—everlasting, 
personalized gifts—etched photo- 
graphs in sterling silver or 14 Kt. 
Gold—made from any good snap- 
shot, color print or portrait. 


WRITE FOR BROCHURE 


| >. 

Bee 

. eee. 
~Sterling Silver Charms 
—Retail $8.50, $10.00 and Lathe 


nase ‘ PORTRAITS PERMANE, 40% 
for only 817.00— ' ETCHED IN PRECI 


this small ay bar’ A. 


investment will 
create additional 
sales and then 
multiply them. 


Simply order a counter 
display showing—Sterling 
Silver Bracelet — Retail 
2.50—Sterling Silver 
Key chain—Retail £2.50 


August 9-13 

Retail Jewelers 

of America 
Waldorf-Astoria Hotel 
Booths 332, 333 
August 2-13 
Chicago Gift Show 
Palmer House 
Room 965W 

August 23-28 

New York Gift Show 
Trade Show Building UR SOM T8) (3 0ms blr.) C0) Me MO) M000 Boe Oe 


Room 605 voi sili : 
VONTROSE NEW YORK 
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Fermi a Scribe 


\ TAGS / 
PLASTIC a 
IN ALL COLORS 
eo 
PLAIN or PRINTE 
Mfd.by ARCH CROWN TAGS, INC. 
277 Halsey St., Newark 2, NJ. 





They’re New . 


Portable pocket shaver, said to be mechani- 
cal innovation, uses no electricity or batteries. 
$5.95 retail. From Rolla Industries, Inc., 16 
E. 17th St., New York. 


Imported Dom Golf Score counter is de- 
signed for wrist wear. $11.95 Keystone. From 
Bill Griffith Importing Co., 1225 E. 27th PL, 
Tulsa, Okla. 


~@# 


“Blazing Glory” set is said to achieve maxi- 
mum brilliance by eliminating metal between 
baguette and round diamonds. From Gold- 
stein-Gerson Co., 130 W. 46th St., New York. 


Lip’s battery-powered electronic watch comes 
in 18K gold. Guaranteed for a year. $250 
retail. From American Lip Corp., 610 Fifth 
Ave., New York. 
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BEAUTY...QUALITY... 
and PROFITS 


Toshiba... the Most 
Complete Transistor Radio 
Line Puts You Out In 
Front of All Competition! 


8 ALL NEW MODELS..... 
STYLED FOR EVERY TASTE, 
PRICED FOR EVERY BUDGET 


Now for the first time, you can feature 
a line of transistor radios that bears a 
trademark that has won international 
acclaim. The experience of over 80 
years in finest precision engineering is 
your assurance that you are offering 


MODEL 8 TM-294: WORLD’S MOST BEAUTIFUL, 
POWERFUL 8 TRANSISTOR PORTABLE RADIO ee 


Feature and Promote Toshiba Transistor 
List Radios .. . the line that offers a full- 


profit mark-up on all models! 


Striking beauty ... unparalleled performance . .. amazing low 
price with full profit mark-up! Uses 4 inexpensive, longer lasting 
Penlite batteries. Big 2%" speaker, special phono input jack 
and plug, built-in ferrite antenna. Magnificently styled case in 
Grey with Blue, delicately trimmed with dulled gold grille. 
Size—3'r" h. x 6%" w. x 1%" d. Gift boxed. 


Complete with 4 Pentite 
Batteries, Magnetic Ear- 
phone and Genvine 
leather Carrying Case. 


WORLD FAMOUS 




















QUALITY TRANSISTOR RADIOS 


THERE’S A QUALITY TOSHIBA TRANSISTOR 


RADIO FOR EVERY BUYING DEMAND NATIONALLY 


World's Finest Shirt-Pocket ADVERTISED 
6-Transistor Portable Radio 


That Uses Penlite Batteries! 


MODEL 6TP-314: SHIRT POCKET SIZE 
6-TRANSISTOR PORTABLE RADIO 


§% MODEL 31P-315: 3 


TRANSISTOR RADIO 


Mig “°ttoay 


MODEL 6TP.304: 6 


TRANSISTOR RADIO The all new 1959 line of Toshiba 


transistor radios will be pre-sold 
to millions of American families 


MODEL STR-193: ALL 
TRANSISTOR RAD!O 


List 

Complete with Penlite 

Batteries and extra fine 

genuine cowhide case = 
A miniature marvel in engineering! Specially 
designed chassis delivers unparalleled per 
formance while operating on 3-low cost... 
longer lasting Penlite batteries. High ratio 


vernier tuning, built-in ferrite antenna, ear 
phone jack. In attractive White, Green or Coral 
Only 4%" high, 242° wide, 1-3/16" deep. 
Attractively gift boxed. 


with one of the most intense 
national advertising programs. 


DISTRIBUTOR TERRITORIES AVAILABLE 
A few choice states ore still available for exclusive first 
line distributors. Colorado, New Mexico, Utah, Arizona, 
Wyoming, Idaho, Montana, Washington, Oregon 


MODEL 8TM-300S: 8 TRANSISTOR MODEL 6TR-92: GLOBE MODEL 6TP-309: 6 
AM- SHORT WAVE RADIO TRANSISTOR RADIO TRANSISTOR RADIO 


California Branch (Sales & Service), Culver Co., 6017 West Venice Bivd., Los Angeles 34, Calif 


Exclusive U.S. Representative for Tashiba Transistor Radios 


TRANSISTOR WORLD CORPORATION 52 Broadway, New York 4, New York 
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LD THRU LEADING WHOLE 


AUTOMATIC CHAIN COMPANY 
PROVIDENCE © RHODE ISLAND 


NEW aon CHICAGO 


ST O ¢ i JEWELRY BOXES 


We will gladly de- 
sign your own spe- 
cialized package 


for you. L-2 


RING TRAY 


Ay ladies’ ring tray in two shades of velvet and trimmed 
with a bevelled metal rim. Our complete line of 80 stock 
jewelry boxes is available through material suppliers, for 
immediate delivery. Our 1958-1959 catalog mailed on re- 
quest. 


523 MT. HOPE STREET 


MA 


ATTLEBORO FALLS, MASS. 











ON BOX COMPANY 











They’re New... 


Portable radio has six transistors and one 
diode. In black or white, $39.95 retail. Bat- 
teries, earphones and carrying case extra. 
From Arvin Industries, Inc., Columbus, Ind. 


Two-carat black star sapphire is set in 14K 
gold tie tack. $10 Keystone. From Panther 
International Ltd., 21 W. 47th St., New York. 
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Ladies’ 17-jewel watch has shock resistant 
anti-magnetic movement. In 14K white or 
yellow gold. From Zodiac Watch Co., 15 W. 
44th St., New York. 


“Palette” 14K yellow or white gold pendants 
come with diamond and interchangeable stone. 
Stone replacement can be done by wearer. 
Variety of stones available. From Alsan Mfg. 
Co. through your wholesaler. 
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HAND CARVED 
MATCHED 
WEDDING RING 
SETS 





The new Fail line of Bare! Bridal 
Matched Wedding Ring Sets features 
a connoisseur’s collection of 
exquisite originals, artistically 
designed and hand carved in the 
renowned Barel tradition. 


Their exciting, refreshing styles, their 

consistently superb finish distinguish 

them as leaders in the wedding 

ring field. Because they are fashioned 

to attract and popularly priced to sell, Barel Bridals are your 
formula for fast turnover and increased profits. 





Available in a large selection from modern simplicity to the 
more elaborate including the ultra-smart Swedish and Florentine 
finishes .. . in wide or tapered one and two-tone combinations, 


see adorned with brilliant diamonds. 


The Barel signature Od appears in the shank of every ring, 
to assure you of a genuine Hand Carved original. 


Sold directly to the retailer by the manufacturer. 


exclusively designed by 


Free mats available upon request. wl , 
DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS GI h y, sf 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. I, N. Y. 
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(resale $24.95) 


ompletely packaged, guaranteed 
waterproof Croton watches! 





ORDER TODAY! 


Get your watches by return mail 


Take advantage of our lowest prices ever. We'll process your order 
immediately . . . send your watches by return mail. And remember. 
Croton Sportsman and Sportslady watches come complete with guarantee 
certificate, box and carton, genuine leather strap, and of course, Croton’s 
80-year reputation. You couldn’t get a better buy in watches anywhere! 


The Sportsman The Sportslady 


Guaranteed et ° | Guaranteed waterproof, * 


17-jewel 1194 A. 17-jewel Fleurier 400 


Swiss movement , Swiss movement. 
~) 


Keystone: $26.80 . * Keystone: $27.80 
Resale: $24.95 Resale: $24.95 


Please send me the following Sportsman watches 


(quantity) 
Please send me the following Sportslady watches 
(quantity) 

If you are a regular customer, or a new customer rated Ist or 2nd, 

we will ship open account, net 30 days. If not, send check with order. 
POUND snscssiatbiciapshccctiesnamceipcepatdamena alii: iceltiadaapiiniaminale 
, (Please Print) 
EE TIGR <nvcustcasnninicamauiaiieh cinta aii aki lanes 
Address eee ee NORD ree setae i taille Nae ltrs liad 
Eee ES Se 





TAKE ADVANTAGE 
OF OUR 
LowésT PRICE 


EVER 


Use This Handy Pre-Paid Order Card! 


FIRST CLASS 
PERMIT NO. 33569 
NEW YORK,N.Y. 


POSTAGE WILL BE PAID BY: 
CROTON WATCH CO. 
404 4TH AVENUE 
NEW YORK 16, N. Y. 














OO 


Keystone 


(resale 24.95) 


(Left) The Sportslady:—Guaranteed waterproof* 17-jewel Fleurier 400 Swiss movement, Swiss case, sweep second hand, 
radium dial, lapped chrome plate bezel, steel back, anti-magnetic, with an unbreakable balance staff and mainspring guaranteed 
for the life of the watch, shock-resistant Incabloc. 


(Right) The Sportsman:—Guaranteed waterproof* 17-jewel 1194 A.S. Swiss movement, Swiss case, sweep second hand, 
radium dial, lapped chrome plate bezel, steel back, anti-magnetic, with an unbreakable balance staff and mainspring guaranteed 
for the life of the watch, shock-resistant Incabloc. 

Thése watches, as sold by Croton, come complete—unlike watches advertised as 1194 A.S. and 
Fleurier 400 by other companies. Each watch comes complete with strap, box, carton...plus Croton’s 
l-year guarantee certificate or 3-year guarantee plan, backed up by our 80-year reputation for fine 


watchmaking! Take advantage of the attached postage-free reply card and place your order now! 
*Providing case unopened, crystal and crown intact. 


CROTON WATCH COMPANY 











a é Kosary of the Wlonth nf 


Catamore Rosaries .. . handsomely crafted of pre- 
cious sterling silver and the finest rosary beads. Dis- 
tinctive . . . beautiful original designs. Sales are 
bound to increase—and profitably. 


&* 
f 
i 
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Selected 


R76C/83-1350 $27.00 
Genuine rock crystal, each 
bead filigree capped, hand 


engraved cross and center. 








“THREE TO GET READY”. ... 
For Greater WATCHBANDS Sales 


Three gracious new ladies’ bands featuring 
discreet fashion "touches" in rich textured leather, 
glistening black ebony plastic, and the highlight 
of the season, the popular new florentine finish. 


All these beautifully go yy bands are 
available in 1/20-10K Gold Filled tops in yellow or 


white. 


All watchbands fully guaranteed. Each band 
handsomely packaged in attractive Mark VII dis- 
play package. 


wholesaler to 
show you our 
complete line. 


© NORTH ATTLEBORO. MASS. ©” 2 


| WATCHBANDS INC 











They're New... 


Five-quart “Rally Bucket” features foreign 
car insignias, glass-wool insulation, “Dura- 
brass” finish. $15 retail. From Buehner- 
Wanner Co., East Norwalk, Conn. 


Total weight bridal sets for %-, %-, %- and 
i-carat promotions are available in lock or 
non-lock styles. From Karlan & Bleicher, 136 
W. 52nd St., New York. 


Vanguard “Linmark” 8 mm movie camera 
comes with f1.9 color-corrected lens, die-cast 
aluminum body, twin-lens turret. $39.95 re- 
tail. From Shriro, Inc., 276 Fourth Ave., New 
York. 
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You must see it 
| Colr-] 0) 0) ¢-lelr-) (a 


a 
r Hote Pag 
i, G G inc 
/f oldstein- erson co.,inc. 
/he Toute of Tahiadle 130 WEST 46th STREET, NEW YORK. NY. 
West Coast: 448 South Hill Street, Los Angeles 13, Cal 
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FANCY-COLORED oe 


Through 
ATOMIC IRRADIATIONS 


Your Off-Colored Stones can now be te 
into Fancy Salable Hues with Original 
Colors Permanently Altered 


ABSOLUTELY SAFE—BEAUTIFUL RESULTS 


20 Years of Successful Irradiations for the Trade 
is Your Guarantee of Satisfaction and Reliability 


GEM IRRADIATION LABORATORIES 


Incorporated 
580 Fifth Avenue New York 36, N. Y. 


Circle 7-441! 

















BARRASSO & BLASI, INC. res | 


aoe PLESENES weesecseses 
ined 


RELIGIOUS RINGS 
availeble in 10K & 14K — 


white. Ask your wholesaler iz : 
to show you the complete © TWey7. . 13.50 
B & B line of the finest Via! 14K . 1725 ae 
in jewelry. RS478A 

= 9.00 


“WRITE FOR COMPLETE INFORMATION |@ ' ey Peds 


BAR RASS V & ee Se INC 


GOVERNOR STREET NEWARK N 











First Desk Set with : 
$1.00 features for.. // ..only 


Truly a handsome, well made set, with your 
aold imprint (5 lines maximum in block, script 
or italic) en base, plus Free gift box. Min. 25¢ Ga. 
reer 100. —_ Newspaper mat sent free 
Sevaral wens deck os te being used: In Hundred Lots 

TO OPEN NEW ACCOUNTS. TO RE- Shipment 
OPEN CLOSED ACCOUNTS. OLD CUS- 

TOMERS NIGHT. BUILD UP REPAIR ‘ 
DEPT. Write for 
Refills 10¢ ea. in red, green, blue. Desk Pen FREE 

sample. 


caer 
doesr t specify we we ship all black. 


Terms: Net (0 days 0.8. Factory. 
3S wks. delivery. 


GOLDNER ASSOCIATES 


P.O. Box 2703, Nashville, Tenn. 














Diamond Dials 


monufactured in 
gold and platinum for 
men's dress watches. 


We convert men's orig- La AF waite 
inal, plain watch Rk eel to Jobbers 
dials to /  & Wholesalers. 


diamond dials. 
F. RIEGER & SON 


-o 2 W. 47 St., N.Y.C., N.Y. 
JU 2-4767 














They’re New . 


“Crest,” eight-day, seven-jewel alarm, has 
gilt case with coat-of-arms replica, sliding 
disc-top. Measures 1% in. high, 2% in. in di- 
ameter. $23.50 retail. From Semca Clock Co., 
30 Irving Pl., New York. 


Ladies’ 14K white gold Eastern Star ring 
(587-D-6) has heart of 18 fish tail set dia- 
monds around diamond-centered star. $270 
Keystone. From Wefferling-Berry Co., 8 Rose 
St., Newark, N. J. 


Seventeen-jewel watch has 18K gold hand- 
made mesh bracelet and watch cover. $1,875 
retail. From Piaget Watch Corp., 610 Fifth 
Ave., New York. 


Two new platinum brooches: Style B3110 
(top) has 24 brilliants, 4 baguettes, 11 sap- 
phires. $1,190 Keystone. Style B3216 has 28 
brilliants, 13 sapphires, $980 Keystone. From 
McTiegue & Co., Inc., 16 E. 53rd St., New 
York. 
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Whatever you sell, you'll 


SELL MORE WITH 


The STEELMARK is a bright new selling symbol created 
by United States Steel to identify products made of steel. 
It is the focal point of a major national promotion that is 
creating an ever-increasing awareness of and preference 
for products made of steel. Consumers are learning that 
steel products help /ighten their work . . . brighten their 
leisure .. . widen their world. They'll be looking for the 
STEELMARK when they shop in your store... make 
sure it’s in sight. 


963 million consumer advertising im- 
pressions a year—an average of 80 
million every month—are building 
STEELMARK’S sales impact for you! 


In LIFE, 

In THE SATURDAY EVENING POST 
On the U. S. STEEL HOUR, 

On Daytime TV 


FREE SELLING KIT! 


Your free STEELMARK Tie-In Display Kit—including 
easy-to-assemble mobile adaptable to any type outlet, 
tags and labels, ‘How to Sell” booklet and Sales Plan 
Folder—is ready for you now. No matter what your type 
of retail outlet .. . what types of steel products or what 
brands you sell... these selling tools are bound to 
boost profits for you. Contact your local newspapers, 
too, for ready-to-use ad mats that let you incorporate 
the STEELMARK in your own local advertising. 
! 


=a t , 


Uigntans 
yOu! work 
Brgntess 
vue Besure 
Widens 
your wort 


TRADEMARK 
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STEELMARK | 
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“ Lightens 
, % your work 


; Brightens 
& your leisure 


Widens 
your world 


rd 
fi ny aa +. y 
. wl its 
é<e 5 «i 6} x - 
ar 


HARDWARE STORES 
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Lightens 

. your work 

> Brightens 
your leisure 


Widens 
your world 


DEPARTMENT OR VARIETY STORES 


STEELMARK PROGRAM 
Room 6023 

United States Steel 
Pittsburgh 30, Pa. 


Please send me my FREE STEELMARK Display Kit. 
would like to put these U. S. Stee/ selling aids to work for me. 


Name 





Firm 





Address 





City Zone__ State 
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We did the impossible. We shaved 
this baby down about as far as a watch 
can go... yet inside its coin-slim case, 
we kept the same tough guts of the 
famous Antarctic! Meaning: it’s 17- 
jewel, waterproof,* self-winding, anti- 
magnetic, and shock-resistant, with an 
unbreakable mainspring and balance 
staff, guaranteed for the life of the 
watch. Plus these 9 built-for-punish- 
ment features: 

1. Tension ring around the crystal 


prevents it from shrinking and keeps 
it watertight. 





2. Self-expanding washer in crown 
automatically allows for crown’s wear. 
3. Case is slim yet strong; back is 
deep-threaded for firmer seal. 

4. Bold raised indicators on dial can- 
not tarnish. 

5. Movement is 360° free-swing self- 
wind unit; replaced by removing only 
three screws. 

6. Balance wheel and escapement are 
made of Glucydor, a new metal that 


is rustproof; unaffected by heat or 
cold. 


Now! A really thin watch... 


7. Hairspring is of new metal, an 
exclusive compensamatic feature — 
unaffected by electricity or weather. 
8. Neotal mainspring is rustproof, 
unbreakable, and retains its strength 
throughout life of watch. 


9. 17 rubies are rounded wherever 
necessary for exceptional oil contain- 
ment. 

See why we can give Antarctic ITT 
a 3-year unconditional guarantee t? 
And it looks as great as it acts... with 
a clean-cut new face and new hands. 
Feature it now. 


the Antarctic III Automatic 





cr 
CROTON WATCH CO., INC. 


404 Fourth Avenue, New York 16, N. Y 
I’d like to have one of your representatives show me the 
Nivada Grenchen Line. 


Name 


PLEASE PRINT 





Store Name 





Address 











| 
| 
I 
| 
| 
| 
| 
| 
| 


*Providing case unopened, crystal and crown intact. 


Antavetie TS Sasen) oS Sesees® aloe Sn6e. Sap. Oe Se neva, Sa. Se eh Guarentes: if, within 9 years, the watch fails to perform through 


ing bracelet, $79.50 (Keystone, $63.80). Antarctica (ladies) all stainless steel case. 


Strap, $69.50 (Keystone, $57.80). Matching bracelet, $79.50 (Keystone, $60.80). any mechanical defects (outside of abuse), we will repair it free of charge. 


by NIVADA GRENCHEN:222 





LETTERS... 


Jewelers’ Advantage 
To the Editors: 


The F.T.C.’s decision to allow the im- 
printing of 17 jewels on pin lever 
watches [see page 94, May issue of 
JC-K] should, to my way of thinking, 
tend to help force the public to rely on 
good, established brand names and on 
the advice of their quality jeweler in 
choosing a watch. 

“Pearls of Wisdom As the public learns that there is a 
ai a “is vast difference in the qualities of 

Orienta watches—all cased so that they look 
equally attractive when they are new— 


Cultured Pearl buyers will have to turn to the jeweler 


for advice to choose wisely. 
Pendants It is up to each individual jeweler 
to do his part in educating the public 
Write for our illustrated folder. as to the situation existing in the watch 
field. The F.T.C. decision can be an 
LEYS, CHRISTIE & CO., INC. asset to the jeweler, because it renders 

65 Nassau St., New York the public less capable of judiciously 
buying a watch from other than a 
jeweler. 


WA l T 4 x | A M p | J R : i cas Gia MARK L. DAVENPORT 
GENERAL CHARMS 
Emerald Values 


pees MUSTARD 31 a To the Editors: 
STERLING fa : oe = 6201 14K In the May 1959 issue of your publi- 
CHARMS | | eM tee §«=s-s«*18.00 Doz. cation, in which we have been adver- 
‘7 | F tisers for a near half-century, is an at- 
14K — Ol «66201* SS tempt to tear down a classic castle sim- 
AND okt He 8.00 Doz. ply to create alleged news. 
STERLING | Q& @ Qe On the page directly opposite our ad- 
B62 Pm 6 ON arto fc an artic 

BRACELETS my | DISPLAY CARD vertisement is an article on the emerald 
_ by Dr. Pough, asserting that the nat- 
CHARMS in ural precious gem is too expensive and 

PACKAGED : ; i 
that synthetics serve the practical pur- 


@ Volume priced quality charms oye : ; 
BE ies © tasielele diben pose of the retail jeweler in catering to 


@ Charms sold direct to the retailer his clientele. 
FOR | @ No minimum order Alongside the technical errors, Dr. 
EASY | @ No charge for charm repairs Pough ignores the fact that substitutes 
SELLING | @ Factory—Attleboro, Mass. : ache 
Sages, have no intrinsic value and that pa- 
Satisfaction Guaranteed se aaa , . 
CHARMS Write For Catalog trician families regard their precious 
SOLD gem jewelry not only as glowing adorn- 
INDIVIDUALLY GENERAL CHARMS, INC. ment, but as tokens of prestige and ac- 
48 WEST 48 ST. N. Y. C. 36, N. Y. tual wealth. The rare gem pieces of 
ee pei the social aristocracy are cherished by 
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eminent owners as vital assets of their 
possessions along with their fiscal hold- 
ings. 

We have profound faith and convic- 
tion that the precious gem retail jewel- 
ers are too intelligent and loyal to their 
devoted patrons to be permanently per- 
suaded by fictitious scientific state- 
ments. They are trusted as investment 
bankers. 

NATHAN HEYMAN 
Oscar Heyman & Brothers, Inc. 
New York, N. Y. 


Cultured Pearls 
To the Editors: 


Your article on cultured pearls 
[May] was very interesting. However, 
there is one statement I disagree with: 
That is, the size of a pear] is governed 
by the length of time it is in the oyster. 
I thought the size was governed by the 
size of the bead which is inserted. 

HARRY A. GEORGE, JR. 
Charlottesville, Va. Keller and George 


Size of a cultured pearl depends upon 
the size of the nucleus, the period it re- 
mains within the oyster, and the oys- 
ter’s health, food supply and other en- 
vironmental factors.—Ed. 


Straightening the Record 
To the Editors: 


This is to correct an item in the June 
issue. We have the oldest store in Great 
Barrington and have always carried 
china, silverware, crystal, etc. Some- 
one misinformed your magazine that 
we were increasing or adding new lines. 
We have all the best silver, china and 
gift lines and always have had. 

C. H. MORTON 
C. H. Morton, Ince. 
Great Barrington, Mass. 








HELP US HELP YOU 


The questionnaire on page 71 demands 
your attention! We need facts from hun- 
dreds of jewelers to push for tax relief 
from Congress next fall. Fill out that 
questionnaire now! 
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“The LINDLEY MAN” 


represents over 1000 years of 
packaging experience. 


For many years the name Lindley has been 
known for the finest folding boxes in the 
world . ... for the attractiveness, quality, de- 
pendability and service insisted upon by the 
company’s founder. Packaging created and 
produced in the Lindley manner reflects the 
quality of your products, the personality of 
your store... helps you gain friends and 
repeat customers. 


Contact ‘The LINDLEY MAN”... a card or a wire 
will start you on the way to better packaging 


LINDLEY 


BOX AND PAPER DIVISION 


Marion, Indiana 


FEDERAL PAPER BOARD COMPAIT 








ISN’T THIS THE KIND OF AD ACTION 





YOU WANT? 





JC-K’s March issue ran 162 classified ads. 80 of those ads were box num- 
bered. The latest count of inquiries to those ads shows a JC-K record! Here's 


the accounting. 


To date, 857 replies have been received to those 80 box-numbered ads. That 
averages to more than 10% inquiries per ad! And experience has shown that 
JC-K’s classified ads live as long as five months so even more inquiries may 


still come in! 
Every investor should be interested in a return this abundant. 


The next time (maybe right now) you want to change jobs, hire somebody, 
sell something like watch or jewelry repairing, engraving or perhaps auc- 
tioneering or sales promoting—here’s what to do: 


1. Turn to page 147 in this issue. 
2. Decide under what heading you wish your ad placed. 


3. Write your ad in the order blank provided and send it 
along with check or money order. 


Odds are you'll get what you want—in a big hurry—through JC-K. 
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Pilfer-proot Show-Off 


MOTOROLA 


SELL-O-MATIC 


Displays and Protects 
New Transistor Portables 


VS Off... 


Sell-O-Matic’s always in sight, mever in the way! Displays up to 12 Motorola Transistor Portables. 


Sliding glass doors lock up to keep Sell-O-Matic tamper-proof and out of temptation’s reach. Hand- 


some and compact, it’s built to sell—from countertops, store windows, even walls! 


New Motorola Portables Sized, Styled and Powered to Suit 
Any Budget, Serve Any Purpose. 


a Model X11 
All-transistor shirt-pock- 
et powerhouse! Built-in 
antenna and easel stand. 
Bell-clear tone. Black, 
Blue, Red, Green. $29.95 


Model X12 
A powerful pocketful of 
radio! Push-pull ampli- 
fier extends tonal range. 
Exclusive Golden Voice* 
Speaker. $39.95 


Model 8X26 
World’s most powerful 
pocket radio! 5 times 
more sensitivity, 9 times 
more selectivity, 30% 
more volume. $54.95** 


Ask your Motorola Distributor for full details. 


MOTOROLA 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1959 





EXT 


ditional profitable merchandising oppor- 
tunities! Earphones and carrying cases 
make ideal giveaways to help you close 
that sale! 


"TRADEMARK OF MOTOROLA, INC. 
** SLIGHTLY HIGHER SOUTH AND WEST 


CONFIDENCE 
-“—~er* ’ 








O)ereleunlcelerce 


ESalduin 


The new Baldwin ladies’ expansion 
bands are typical of Baldwin's new 
ideas in the field, combined with 
ceaseless research and experimentation. 
They are narrower, lighter, more flexible, 
daintier than any other ladies’ 

expansion band. And as with all 
Baldwin Bands, they are 

100% stainless steel inside and out. 


This major breakthrough by Baldwin, 
a 100% stainless steel ladies’ band, 
is the result of meticulous workmanship 
and attention to detail. There are more 
links (an average of ten more per band) 
| for far greater flexibility. Each fink j is 3 
narrower and lighter. Every fink and 
every part is made of pure permaner nt 
- stainless steel. These add up to the 
quality you see and feel ina 2 Baldwin. 


Ask your ‘wholeaster for illustrated pamphlet. 


BALDWIN Bracelet Corp. 


22 West 48th Street, New York 36, N. Y. 
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IT'S AWONDERFUL TIME TO BUY! 


NEW! LUXURY CLOCKS WITH FAMOUS 
WESTCLOX DEPENDABILITY! 


Never offered before—styled right up to the minute—with a profit margin to please you! 





& s 3 W e, te 
(/ WESTCLOX — 
| exclusives 








ase 
solid manogany < or 


“WESTCLOX EXCLUSIVES” DISPLAY MERCHANDISER 
An assortment of luxury clocks, both electric and keywound—smart, modern, designed for sales. 
Display free with Assortment No. 8008: 


#707—707 Electric Alarm retail price $19.95 #470-L Cascade Keywound Alarm retail price $10.95 
#803-L Award Electric Alarm retail price $14.95 #425-L Legend Keywound Alarm retail price $ 9.95 


your cost *35.86 WOUR PROFIT *19°* 


bh i SB So 3 


CORDLESS, ELECTRIC 


Only battery-powered clock with exclusive automatic 
regulation at this price! 


e Ultra-modern design e Regulate automatically by 
e Custom-crafted solid brass turning hands 
case, with silver plated ¢ Completely silent operation 
panels on standard flashlight battery 


order model #260 your cost *#21.55 
RETAIL PRICE *34*°° 











WORLD'S LARGEST MANUFACTURER OF TIMEPIECES * YOUR FULL PROFIT LINE! 


| WESTCLOX 


MAKERS OF BIG BEN « DIVISION OF GENERAL TIME CORPORATION * LA SALLE-PERU, ILLINOIS 


Above are suggested retai! or Fair Trade prices and subject 5% quantity discount on 6 or more Westclox electric clocks. 
to 10% Federal Excise Tax. 2'2% quantity discount on 24 or more Westclox keywound clocks. 
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‘The trench \8| Tewelens ” 


PARIS 


present a collection 


of Gold Jewelry 


at the 


RETAIL JEWELERS MARKET 


CHICAGO: 
Morrison Hotel 
July 19 to 23, 1959 
BOOTHS 159 and 160 


NEW YORK: 
Waldorf-Astoria 
August 9 to 13, 1959 
BOOTHS 131 and 132 








The Pont au Change over the Seine River. In 1141, the seat of the Goldsmith Guild. 


for further information, please contact 


THE FRENCH COMMERCIAL COUNSELOR 


NEW YORK: 610 Fifth Ave. ¢ CHICAGO: 360 North Michigan Ave. 
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Best-Selling Classics 





Nationally advertised 
palladium creations by 
Jack Gutschneider 


ene S Peas bee 
x eter St S-Di ayy LF Elegant jewelry by Jack Gutschneider in 


gleaming all-precious palladium. These are 
the ever-popular classic designs that appeal 
to every age and every taste. And they’re 
reasonably priced. Order your stock today so 
you'll be ready to sell when the impact of 


national advertising generates store traffic. 


See this advertisement in HARPER’S BAZAAR, August 
(circulation 398,008)...in HOLIDAY, September (cir- 
culation 913,867)... and in MADEMOISELLE, October 
(circulation 522,212). Order reprints of this ad and mail to 
a selected list of your best customers. They'll work for you. 





Elegant simplicity at its 


best in pr eclous pa lladiur sack GuTSCHNEIDER JEWELRY CO., INC 
665 Fifth Avenue, New York 22, N. Y. 


| peat shaped sapphitessetinal-p Please send me: Retail 


Distinguished jewelry, ( reated by pear- shaped sap yphires setinall-p 


palladium ...a most attractive 
Also comes with diamonds and ] 


‘utechneider in New York, ; 
Jack Gutschneider in New Yor diamond and sapphire bracelets. ... @ $500 





attains new brilliance from its emeralds, opals or amethysts. $5 


Thi b le th diamon . ; 

palladium settings. {This newest of ra a rm 4 —_ vdb- b cinmes > Aenitie wail ruby eee ae peg 
oemes with diamonds and sa 

eme sabia opals or amethysts. 3 


finds high favor among jewelry 3. Distinetis arrings In ¢ 


palladium with g racefully set di 4, diamond-set dinner rings ......... @ 250 


designers and fashion -conscious and culture d pe earls. $350* 
eople. Ask to see these classic de- 4. Fashionable ring with palla Al d 0 f ‘ . 

people. _ diamonds high-lighting Flores so, send 100 free reprints of Palladium consumer 
signsat your favorite jeweler's...0T | j.hed leaves. $250" advertisement 

write us for the name of a nearby —_ above aia ‘de ry ld 


hinatior lil 
corrings} Seana aeeaks tt Name 





the white precious jewelry metals 


diamond and cultured pearl earrings @ 350 














store featuring palladium jewelry. 

Palladi he pl ee 
Adium a precious metal of the p atinum 

> Address 


ERNATIONAL NICKEL COMPANY, INC. « 67 WALLST., 








PLATINUM METALS DIVISION + THE INT 


F LS SG SAN EG SEE ERNE SEND Ene Emam men 


City Zone State 


Fis cscs cian tamnio semis inten tons es diaiebabiessietuinciaicaaaial ll 


PALLADIUM...a precious metal of the platinum group 


PLATINUM METALS DIVISION, THE INTERNATIONAL NICKEL COMPANY, INC. e¢ 67 WALL STREET, NEW YORK 5, N.Y 








—S — 
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MR. DISTRIBUTOR: * 
j Jey HERE'S YOUR KEY 
@. 7) PROFITABLE 


| CZ ERIS DY “UOCK SALES! 


= 
ee 


THIS 4-COLOR 
CATALOG SHEET— 
WITH CODED OR. 
UNCODED PRICE 
INFORMATION— 
AVAILABLE FREE 


TO SYROCO 
DISTRIBUTORS 


Try selling style, for a change! Only Syroco—the leader in decorative 
accessories since 1890—can offer you deep-carved elegance with 
proven customer appeal. Choose from a dazzling assortment of 8-day and 
electric clocks—a model for every taste, every purse. No mark-up 
squeeze here; this is that important line you’ve been looking for! 


SEE SYROCO AT THE HOUSEWARES SHOW 
SPACE 1801, ATLANTIC CITY CONVENTION HALL 


WRITE FOR COMPLETE INFORMATION 
SYRACUSE ORNAMENTAL CO., INC., DEPT. J79, SYRACUSE 2, N.Y. 





PERMANENT SHOWROOMS 
NEW YORK | 225 FIFTH AVENUE 


CHICAGO | 1526 MERCHANDISE MART 

LOS ANGELES | 1011 FURNITURE MART 

DALLAS | 269 HOME FURNISHINGS MART 

HIGH POINT | 251 SOUTHERN FURNITURE EXPOSITION BUILDING 





*A FEW DESIRABLE TERRITORIES AVAILABLE TO JEWELRY AND 
ELECTRICAL DISTRIBUTORS...THIS LINE AVAILABLE 
TO DISTRIBUTORS ONLY. 
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ELECTRIC WALL CLOCKS 


SYROCO transforms the electric wall clock into a 
sculptured object of art by the magic of SyrocoWood. 
SYROCO styling, plus a choice of hand-applied deco- 
rator finishes make each clock a fashion leader. The 
electric movement is highest quality, and guaranteed 
for 1 year. Individually packaged in corrugated gift 
cartons. 


ALL PRICES ARE SUGGESTED RETAIL AND SUBJECT TO 
10% FED. EXC. TAX. PRICES SLIGHTLY HIGHER IN WEST. 


SYRACUSE ORNAMENTAL CQ. INC., SYRACUSE 2, N. Y. 


I 8 8 Se or en A 
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ELECTRIC 


=) 
8-DAY 


DECORATOR STYLED FOR EVERY ROOM IN THE HOME 


D. GAMECOCKS, 12” diam. A very 
distinctive and highly decorative 
design. BLACK with Gold accents, 
or COPPER with black. 


A. SUNBURST, 172” diam. Exciting 
new version of time-tested motif 
electric movement, METALGOLD 
with Black dial. 
No. 3685 


B. SUNBURST, 17%” diam. Same 
design as No. 3685 but with guar- 
anteed 8-day movement. METAL- 
GOLD with Black dial. 

No. 3687 $22.95 retail 


$21.95 retail 


C. ZODIAC, 16” diam. Deep-carved 
astrology figures. METALGOLD or 
BLACK with Gold accents. 


No. 3588 $21.95 retail 








No. 3586 $15.95 retail 


E. SUNBURST, 12” diam. Clever, 
functional design, ideal for modern 
homes or offices. BLACK with Gold 
dial or GOLD with black dial. 

No. 3585 $14.95 retail 


F. DAISY, 11%” diam. Correlates 
with Contemporary, contrasts smartly 
with Traditional. BLACK finish only. 


No. 3584 $10.95 retail 
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DECORATOR STYLED WALL CLOCKS 
GUARANTEED 8-DAY MOVEMENTS 


Styling makes the difference! Nowhere but from 
SYROCO can you get such elegance of design, such 
deep-carved glamour. Supplied with highest quality 
guaranteed 8-day movements. Hand applied decora- 
tor finishes, including precious METALGOLD. 

ALL PRICES ARE SUGGESTED RETAIL AND SUBJECT TO 
10% FED. EXC. TAX. PRICES SLIGHTLY HIGHER IN WEST. 


SYRACUSE ORNAMENTAL CO. INC., SYRACUSE 2, N. Y. 


KEY, 21s" x 9'2”. Distinctive decorative D. DIAMOND, 197%” x 15%”. Very elegant 





design-hangs vertical or horizontal. 
METALGOLD or VERDI BRONZE 
No. 3785 $19.95 retail 


FOUR SEASONS, 17” x 17”, Floral Sec- 
tions represent spring, fall, winter and sum- 
mer. METALGOLD only. 

No. 3782 $24.95 retail 


PICTURE FRAME, 102” square. Charm- 
ing shadow-box effect. GOLD with Black 
dial, or FRUITWOOD with White dial. 

No. 3780 $17.95 retail 


French design — hangs vertical or horizontal. 
METALGOLD or WHITE with Gold accents. 
No. 2883 $27.95 retail 


E. SHIPS, 11” square. Authentic sailing ships 
reproduced in detail. FRUITWOOD with 
Black border, or BLACK with Gold border. 
No. 3688 $17.95 retail 


F. BAROQUE, 182” x 10%”. Deep-carved 
traditional design adds true elegance. 

METALGOLD or WHITE with Gold accents. 
No. 2780 $27.95 retail 


“he SEE REVERSE SIDE FOR 8-DAY SUNBURST CLOCK No. 3687 
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LONGINES 
THE WORLD'S Mei byte’ WATCH 


94 =§=AVAILABLE TO AUTHORIZED 
LONGINES-WITTNAUER 


JEWELERS 


or 


THE FABULOUS 
BRUSSELS WORLD’S FAIR 
COLLECTION 


oe OF 
CH (PUC5 DIAMOND WATCHES 
as exhibited in the 


PALAIS D’ELEGANCE 


Illustrated are four exclusive creations from this 
series. Reading from top to bottom, they are: 


No. 564— Fashioned with the elegance of a crown 
jewel is this smallest round backwind watch lavishly 
adorned with diamonds set in 18K white gold. $495. 


No. 634—The exquisitely proportioned watch 
framed with diamonds is enhanced by the gracefully 
tapered bracelet—all in 18K white gold. $895. 


No. 624—This smallest round watch is accented 
with a diamond-paved frame and magnificently 
fashioned platinum bracelet set with round and bag- 
uette diamonds weighing over 71% carats. $8,000. 


No. 632—A platinum bracelet watch of rare 
splendor, set with diamonds weighing over 91 
carats. The ornate cachet which covers the watch 
can be detached and worn as a clip. $10,000. 


Prices listed are retail. 


- 


\ é af ( WU by 
— Sf NnYtnes —vV WAUZZZZLEE, 


— oA— WATCH COMPANY 


LONGINES-WITTNAVUER BUILDING, NEW YORK 36, NEW YORK 
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 Rigposscepnge:s MONEY: “. . . here is 
$10 in payment for some jewelry 
which I took from your store 10 years 
ago... . Please forgive me... .” said 
a letter which landed on the desk of 
Robert L. Anderson, 
a Zale jewelry store in Ogden, Utah. 

Such honesty—even though belated 
—deserves recognition, Mr. Anderson 
decided. He sent the letter to the 
local newspaper, where it was printed 
prominently and drew considerable 
favorable attention. 

A few days later, a second anony- 
mous letter reached Mr. Anderson, 
enclosing a $5 bill. “Here is $5 I 
owe Anderson’s Jewelry from about 
five or six years ago,’ said the corre- 
spondent. 

“There must be a wave of con- 
scious-probing sweeping the area,” 
Anderson comments. “And it’s great 


for collections!” 


manager of 


W' CAN TAKE IT: 1958 was a tough 
year for a lot of jewelers; but not 
many retail stores went to the wall. 

According to a just-released Dun & 
lsradstreet report, the failure rate of 
jewelers in °58 was only 52 per 10,000 
operating concerns; 16th down the line 
among 22 types of retail stores listed. 

Most failures occurred among in- 
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SPEAKING OF THE JEWELRY TRADE 


fants’ and children’s wear concerns— 
193 per 10,000; the least in the farm 
implements field—21 per 10,000 stores. 


| pemeaneh a PARADISE: This should 

for the 
moon among the gals. According to 
Chicago metallurgists, metal doesn't 
rust up there; silver never tarnishes 


speed up reservations 


Think 
of the elbow grease you'd save! 
This moon-dweller’s plus 
from certain moon-dwelling disadvan- 
tages, though. Moisture and _ free 
exygen are what cause rust and tar- 
nish; and there’s a dire shortage of 
both on the moon. Maybe the girls 
would rather continue to clean and 
polish down here, where it’s easy to 


and bronze won't turn green. 


results 


breathe. 


( oe BUT NOT FORGOTTEN: Sig Gus- 
terman is York silver- 
smith who came to this country from 


a New 


Sweden ten years ago. Just recently 
he revisited his old home town, Stock- 
holm, for the first time. 

While walking along the street 
there, admiring the well-remembered 
sights, he felt a tap on his shoulder. 
Turning, he confronted the faintly- 
familiar face of a Stockholm native. 

“You guessed it,” Sig tells you. “The 
fellow said to me: ‘Ah, Gusterman, I 
must apologize. I haven't been in your 
shop for some time. But I have a little 
work for you that I'll bring over next 
week.” ” 

Sig told him, fine; but that he had 
a new shop now—only 5500-odd miles 
west of the old location. 


"a s sToPPER: If you’ walked 
down 13th Street in midtown 


Vhiladelphia any noon last March, 
you'd have bumped into a group of 
husiness men and craning 
their necks toward a jewelry store 
window. And, if you'd elbowed your 
been 


women 


way up front, youd have 
baffled. 

What they were staring at, in the 
red J. 
nothing 
beautiful 
silver and gold kings, queens and 


knights were “at” each other on a 


window. was 
chess set: albeit a 


Delicately - wrought 


Cooper Inc. 
but a 


one. 
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OW in beautiful STAINLESS! | 


for those customers who want a lifetime of perfect coffeemaking 





The combination everyone's 
been waiting for... the most 
famous name in coffeemakers 
and the ideal metal for 
perfect coffeemaking. It’s here 
in the all-new Universal 
Coffeematic with new modern 
styling and all the automatic 
features that have made the 
name Coffeematic a buy-word. 
Get your order in now for this 
new top-of-the-line model. 





priced at 


$32.95 


Le 
Be ae 
| UNIVER L’S | 
| Jmeey 4 


/ 








NEW UNIVERSAL 
COFFEEMINDER 
Plus-profit accessory 


- —_—-s | ‘ This new automatic timer 
ong a. 7% és 4 will start the Coffeematic 


Stainless Steel perking at any time you 


set. Make an extra profit 
on every Coffeematic. Sell 
to present owners, too! 


Only $9.95 


For Easy Cleaning 


Just wipe clean through 
wide-mouth top. Metal 
never needs polishing, 
won't pit or stain. 


Stainless Assembly 
Resists Corrosion 


Stainless pump and stem 
won't pit or corrode. 
Easy toclean. Minimizes 
service problems. 


Famous Flavor-Selector 
insures Perfect Coffee 


Automatically brews to 
strength you choose. 
Redi-Lite glows when 
coffee’s ready to pour. 


Non-Drip Spout Pours 
Without Splashing 


Coffee won’t drip when 
you finish pouring. Heat- 
Guard handle keeps 
fingers from hot surface. 


Deluxe addition to the only full line of quality coffeemakers 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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field of onyx and multi-colored agate 
squares. 

But, why the commotion? 

Well, those handsome 
wpparently frozen in play, weren't 
really static at all. A rej hot game 
was in progress—at the rate of one 


cnessmen. 


move a day. 

It all started when Theodore 
Cooper, one of the owners, found the 
set during a business trip; decided 
that so valuable a trinket (you can 
take it home for $750) saould work 
for its keep. He called in 
chess expert to set up a game and 
arranged for him to telephone one 
move each (The game 
actually was played in Holland in 
1913, at the International Master 
Tournament; and it’s full of tricky 
moves. Incidentally, it ends in a 
stalemate. ) 

Word of the match around 
Vhiladelphia faster than the Coopers 
had hoped. Then a newspaper 
umnist wrote a lively account of the 
lunch hour “center” 
city, and kibitzers 
turned up. 

“TI didn’t 
were interested in 
Cooper gleefully. 

Best of all, the stunt created sales. 
People who like chess, it seems. also 


a local 


morning. 


got 
col- 


excitement in 
scores more 
pec yple 


Mr. 


know so many 


chess.” 


says 


RTI RIE” 


BNIGAG [2 IMIS INIT USING SS 
ee i ie SaRe : | é om 


appreciate fine jewelry. Not a few 
who came to look wandered into the 
store to browse—and, sometimes, buy. 

Cooper’s are moving, this month, 
into larger quarters. And in pub- 
licizing their new location, another 
chess game in the window will re- 
ceive top priority. It’s one of the 
best ways they've discovered of at- 
tracting the right people to their 


door. 


a DELIVERY: Even if you've 
never been inside Carroll’s jewelry 
store in Coral Gables, Fla., you feel 
sure it’s a beautiful store, with attrac- 
tive merchandise. Because of its de- 
livery truck. 

The truck is a giant gift box; a 
replica, on wheels, of the gift pack- 
aging for which the store is famous. 

The huge white box, with black and 
white striped border, is tied with a 
big bow of gold plated aluminum rib- 
bon. The box rests on a base of deli- 
cate Nassau pink. 

Carroll Seghers, the store’s owner, 
had thought about the possibilities of 
distinctive delivery for many years; 
ever since, as a boy, “I saw a little 
cart in the shape of a derby that 
delivered hats.” 

lt was a good hunch. You feel sure 
that that luscious truck must hold a 


Hiss 



























































"I'm a working girl. | want one with 


an industrial diamond." 
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King’s treasure in handsome jewelry, 
silverware and objets d’art. Just see- 


ing it rolling through the streets makes 
you want a package from Carroll’s. 


W HOSE BEST FRIEND?: According 
to a delightful story, Sir Winston 
Churchill’s father, Lord Randolph, 
once peered wonderingly into the Kim- 
berley Diamond Mine—the biggest 
man-made hole in the world—and 
exclaimed: “All this for women’s van- 
ity.” Whereupon a woman in the party 
retorted: “And for man’s depravity!” 


feces Tycoons: That inveterate— 
and sage as Solomon — phrase- 
maker, Bernice Fitz-Gibbon, has been 
at it again. Speaking at a Seventeen 
magazine back-to-school fashion show, 
this “old pro” of the advertising 
world exhorted merchants to “get the 
teen-age fly to come into your parlor; 
and, little by little, the web will be 
spun. Then, when the girl marries, 
you haven't lost a customer; you've 
gained a gold-mine.” 

Other Fitz-Gibbonisms worth heed- 
ing: “The time to get her is now, while 
she’s still at home so that you can get 
in on the feathering of two nests— 
her family’s and her own dream house 
of the future.” 

“There’s a great deal of trafhic in 
and out of her purse. 1f you haven't 
struck that shimmering, glimmering 
teen-age lode, there must be some- 
thing wrong with you—your sales- 
people, your approach, your spirit. 

. . Kids can smell a mausoleum a 
mile away. They give no hoot for 
fusty, dusty, fuddy-duddy, tradition 
expiring elegantly on the vine. ¢ 

“Nine million girls want things 
hard. They have both the desire and 
the dollars—the yen and the sen, the 
longing and the lucre. . . . Don’t forget 
that teen-agers’ wants are insatiable. 
Unfortunately, older people’s wants 
are satiable. . . .” 

“ . . Cater to the teen-ager with 
the warm, glowing dream in her eye 
as well as the cold, hard cash in her 
hand. She'll be like a vitamin to your 
business—even if you capture only 
one a day.” 











What they say about this series 


JEAN PIERRE SAVARY, technical consultant, Watchmakers of Switzerland 
Information Center: “This series of articles should serve as a bible on 
watch service operation. Judging from the steady flow of inquiries which 
The Watchmakers of Switzerland receives on the very questions answered 
in these articles, we know how widespread is the need for this information. 
Now, for the first time, here is complete treatment of the subject in printed 
form. The articles can help the retail jeweler in three important ways: 
They offer a blueprint for establishing and maintaining a profitable watch 
service department; they tend to promote better understanding between 
jeweler and watchmaker, and they go far toward elevating the profession 
of watchmaker. We wholeheartedly endorse this series.” 


FELIX KLEIN, president, the Horological Society of New York, Inc.: “If you 
are interested in increasing income and traffic from your watch repair 
department, I strongly urge you to read, and study, this series of articles. 
Mr. Scheibel has produced an exceptionally thorough evaluation of condi- 
tions in the watch repair field today. The fact that cheap watches are 
flooding the market points up the need to understand every phase of this 
business. Because watch repairmen service jewelled-lever, not pin-lever, 
watches. Mr. Scheibel’s articles are easy to read and packed with informa- 
tion from his intensive research. They give important and timely advice 
on how to maintain a watch repair department that can win respect—and 
profits.” 


HENRY B. FRIED, JC-K horological consultant: “This series of articles is by 
far the most comprehensive and intelligent discussion of the watch repair 
business that I have ever seen. With its help, watchmaker and jeweler can 
work as a team to augment profits from the servicing of watches, increase 
traffic and build additional business. There is hardly a facet of the watch 
repair business that isn’t constructively treated here. This report is a must 
for every watchmaker and jeweler, whether he works for someone else, is 
a trade watchmaker, an operator of a chain of stores, or even a jeweler 
whose volume is too small to warrant hiring a fulltime repairman. I cannot 
imagine anyone in our industry who will not profit from this series of 


articles.” 
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An efficient repair department can pay the 
store’s overhead. Rear-of-store location 
is usually best. Minimum equipment is 
priced at $425; a complete outfit, about 
$1500. Enlarging a going department 
costs $350 per man 








How to make more profits 


from your repair department 


by William Scheibel 


The art of repairing watches has been discussed in 
thousands of books, and in dozens of languages. But 
the equally fine art of making money in the repair 
department has seldom received full-scale treatment 
in any printed work. 


Therefore, JC-K believes that the articles by Mr. 
Scheibel, the first of which follows, will equip the 
owners and managers of America’s jewelry stores 
with important information which they have long 
needed. The nine-part series will ignore the theories 
and techniques of horology. It will focus entirely on 
how to organize, operate and/or manage a repair 
department for maximum profit yield.—The Editors. 


@® WHENEVER JEWELERS GET TOGETHER, one of 
their chief topics of discussion is the repair de- 
partment end of their business. The vast majority 
prize the repair department as a revenue-pro- 
ducer. Other jewelers call it “essential.” Still 
others contend that they can’t make money out 
of repairs; such a department, they claim, is a 
constant source of grief. 

This one-man’s-meat-is-another-man’s- poison 
argument is by no means unique. Throughout all 
retailing, some stores do exceptionally well with 
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certain items or departments while others get 
only trouble. And, in general, the reasons for suc- 
cess or failure follow a standard pattern. In- 
genious, aggressive merchandising plus efficient 
operation is the route to success. Weak direction, 
plus little or no promotion, equals disappointment 
or failure. 

With this all-important matter of efficiency in 
mind, these articles will examine all phases of 
management and operation of the repair depart- 
ment. Studies will be made of outstanding de- 
partments to determine why they are so success- 
ful. 

All retail jewelers can get practical help from 
this information; jewelers who do repairs will be 
able to check on their methods, and to re-organize 
and revitalize those repair departments which are 
now operating inefficiently and without profit. 

Jewelers who do not have repair departments 
on their premises, and who have been reluctant 
to install such facilities because of lack of data, 
will have the information they need. It is to all 
such retailers that this series of articles is di- 
rected and dedicated. 

Before getting down to methods, let’s take a 
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HOW TO MAKE MORE PROFITS FROM YOUR REPAIR DEPARTMENT (continued) 


brief look at the importance of repairs as a 
source of revenue in the retail jewelry business: 
** Surveys made by the Watchmakers of Swit- 
zerland show that 92 per cent of all jewelry stores 
have repair departments and that 40 per cent of 
all department stores either have watchmakers 
on the premises or offer repair facilities. 

** Many jewelers, the survey showed, depend on 
their repair department to pay their primary 
overhead (which includes rent or occupancy ex- 
pense, plus light, heat, telephone, etc.). 

¢* Receipts from repairs are the jewelry indus- 
try’s third largest source of revenue, exceeded 
only by income from the sale of diamonds and 
the sale of watches and clocks. JC-K’s survey of 
jewelry store sales during 1956 brought out the 
following figures: 





No. of 
stores 
in sales 
bracket 


Proportion 
of repair 
receipts 
to total 
sales of 
store 


Jewelry stores with 
annual retail sales of: 





9,321 
3,589 
4,001 


Less than $20,000 27.3% 
$20,000 to $29,000 20.7 

$30,000 to $49,000 16.3 

$50,000 to $99,000 13.0 3,576 
$100,000 to $299,000 8.3 2,400 
$300,000 to $499,000 6.1 371 
$500,000 to $999,000 7.0 233 
More than $1,000,000 7.7 57 





** Since the great majority (87 per cent) of all 
jewelry stores are included in the first four cate- 
gories, it is advisable to consider them as a group 
and to point out that 17 per cent of their average 
gross annual sales is produced by their repair 
departments. The fact that intake from repairs 
is nearly equal to the intake from diamonds or 
watches for this vast group of stores is convinc- 
ing proof that the repair end of the business can 
be made an important factor in any jewelry store. 
e* Large jewelry organizations, too, see money 
in repairs. Daniel W. Crone, Jr., president of 
S. & N. Katz, Inc., of Baltimore, says: “The 
watch and jewelry repair department shows a 
profit in each of our ten stores. These depart- 
ments render valuable service to our merchandise 
customers, and bring a great deal of traffic into 
the stores.”’ 

Dollars and cents are not the only reason for 
the repair department. A prominent Denver 
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jeweler says: “We make a good profit out of our 
repair department. However, even if we didn’t 
we'd still have the same set-up. Nobody would 
want to buy an automobile from an agency with- 
out a fully equipped and efficiently operated ser- 
vice department. Why, then, should any jeweler 
expect people to buy watches from him if he does 
not have the proper facilities to make adjust- 
ments and to give service after the sale has been 
made?” 

ee There are many other reasons for having 
watchmakers on the premises. Better and faster 
work can be done. Customers appreciate imme- 
diate attention to minor adjustments, and have 
more confidence in the store. Repair customers 
become merchandise buyers. New names are 
developed for the mailing list. 


What’s Ahead 


What of future prospects? Should a jeweler 
install a repair department, if he does not already 
have one? Is it worth his while to reorganize or 
expand a going department? Market studies 
establish the startling fact that about 75 million 
watches, which are in daily use, need expert ser- 
vice attention right now. Millions need overhaul- 
ing; other millions need replacement of hands, 
crystals, springs, attachments, etc. If this gigan- 
tic potential were divided among the nation’s 
24,000 retail jewelers, it would mean about 3,000 
watch jobs per jeweler per year. Plenty of profit- 
able business lies out there—for the jeweler who 
makes an aggressive bid for this work and who 
handles it honestly and efficiently. 


Overhead Cost-Payer 


A question frequently asked, when jewelers 
discuss the pros and cons of the repair depart- 
ment, is... “Can a repair department really earn 
enough to defray its operational overhead?” The 
easiest and fastest answer is merely to say, “Yes,” 
but a businessman wants substantiating facts and 
figures. 

Accepting 16 per cent of total annual sales as 
the income from the repair department in a 
$50,000-a-year store, the department would bring 
in $8000 a year or $153.85 per week. The watch- 
maker’s salary would average out to $4,575 per 
year or $88 per week; so—momentarily dis- 
regarding material costs—this department would 
show a weekly gross profit of $65.85. 

Rent or occupancy expense comes to about 4.35 
per cent of total sales, according to an RJA 
study. Hence, our typical $50,000-a-year estab- 
lishment would be spending $2,175 a year for 
rent, or $41.83 a week. If we deduct this $41.83 
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Behind this series—months of research 


and a lifetime with watches 


Thousands of jewelers know Bill Scheibel through long, personal friend- 
ship; others, by his name and reputation. Bill has been advertising man- 
ager of the Bulova Watch Co.; advertising and sales promotion manager 
cf the Benrus Watch Co.; sales manager of the Waltham Watch Co., and 
advertising and sales promotion manager of Jacoby-Bender, Inc. 

He now lives at Santa Monica, Calif., in semi-retirement. Certainly, 
however, he was no gentleman of leisure during the weeks of high- 
energy activity required to develop this series of articles. Before writ- 
ing a word of final copy, Bill: 

. . Inspected 25 jewelry-store watch departments en route home to 
California from the East Coast. 

.. Sent a detailed three-page questionnaire to 200 other well-known 
jewelers, and exchanged numerous letters with them. 

. . Consulted materials houses and wholesalers of equipment. 

. . Corresponded with a dozen trade repair houses and analyzed their 

- price lists. 
- . . Double-checked his findings with day-long interviews’ with 
Southern California jewelry store managers and the heads of their service departments. 

The result of all this investigation has been packed into a series of nine articles, of which this is the first. 
“Every bit of data I have obtained has come from men who operate successful and profitable repair depart- 
ments,” Bill Scheibel says. “Many of them allowed me to examine and study their records . . . their methods 
of keeping track of repairs, etc. Frankly, some of this material was not good; some was excellent. I made 
notes of the things that seemed to me to be good and embodied them in forms that had everything I would 
want if I were in the watch repair business. 

“Few books on watch repairing tell much about business methods. I am therefore of the opinion that this 


series is the most complete thing extant on the subject.” 











per week, unquestionably can carry the overhead 
of a store paying average rent and average 
watchmaker’s salary. 


rent item from the weekly gross profit of $65.85 
we have a net weekly balance of $24.02 which 
should more than cover the cost of lights, heat, 
telephone, etc. 

Where the owner of the store acts as his own 
watchmaker the $88 salary item obviously would 
go to him and, with most other basic overhead 


Front, Center or Rear? 


Acknowledging that the repair department can 
be made a necessary and profitable part of a retail 


taken care of, any profit realized through the sale 
of merchandise would be virtually clear profit 
for him. 

It should be apparent, therefore, that a one- 
man repair department, doing as little at $153.85 
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jewelry store, the first question we want to 
answer is: Where should it be located? Every 
store offers three choices: front, center and rear. 
The consensus, by an overwhelming majority, is 

(please turn to page 94) 
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Rooms 1438, 1439, 1440 
Karpeles, Maurice J., Inc. 

(See listing under Karpeles Rosary Co.) 
Karpeles Rosary Co. 163 
Katz, Frank M., Inc. ........... 118 & 11! 
Keystone Camera Co., Inc. ........... 181 
Korn, Wm., Display Co. 

(See listing under Bufkor, Inc.) 
Kushner & Pines, Inc. ......... Room 666 
Kimler & Daniel, Inc. 


ae eS | 15 
Landau Watch & Clock Co. 
(See listing under Max Landau & Co., 
Inc.) 
Laytan Charms, Inc. 
Lieber & Lerner, Inc. .......... Room 620 
Lifton, Harold Co., Inc. 
Lifton, Geld & Asher, Inc. 
(See listing under Harold Lifton Co., 
Inc.) 
Lohengrin Ring Co. 
(See listing under J. Fiddelman & Son, 
Inc.) 
Longines, Wittnauer Watch Co. 
Rooms 2819, 2821, 2822 
long Life 
(See listing under Lieber & Lerner, Inc.) 
Luria, L., & Son, Ine Rooms 624, 626 


M & M Jewelry Creations, Inc. ....... 169 
EEE oF 2 eee ane 673 
PE Sl ON BO civuedns c0cbeade 
Mele Manufacturing Co., Inc. ......... 2 
SOT BR ss. occ ecsusceonces 68 
See POWENT GA, occ cctiwadcacecces 171 
Model Jewelry Store. .90, 91, 92, 93, 94, 95 
Meeker Co., The 174 
Napier Co., The Room 645 
National Everbrite Co., Inc. 
(See listing under A. Cohen & Sons 
Corp.) 


BpIiTORS 


National Jeweler 
New Hermes Engraving Machine Co. ... 
Nicolet, Marc, Watch Co. 
(See listing under Winton Watch Co., 
Inc.) 


Ollendorff Watch Co., Inc. 
(See listing under Gotham Watch Co., 
Inc.) 
Orbros, Inc. 
Overocean Clock Co. 
Ostrof, Dan 
(See listing under Raimond, Inc.) 


Pan American Barter Co., Inc., The 

(See listing under Shefheld Watch, Inc.) 
Paramount Wedding Ring Co...Room 632 
Parker-Allen Industries 127 
Parker Pen Co., The 
Perregaux, Paul, Watch Co. 

(See listing under Adolf Schwarcz & 

Son, Inc.) 

Pete: 5 ae ee OS weve bebese a 146 
Pomerantz, Reuben, Jewelry Co., Inc... 150 


Raimond, Inc. 
NSS RSS OE a ere 10 
Remington Rand Dealer Sales Division 

of Sperry Rand Corp. 
Richie Premium Corp. 

(See listing under Brown & Gravenson, 

Inc.) 

Ring Specialty Co. ....ccccescccvccces 49 
Robbin Products 
ON Pere oe 
Rose Crystal Import Co., Inc. 
Royal Sewing Machine Corp. 


Sacks, H., & Sons 
Saxton, Inc. “The Golden Line” 
Te. eae a ped beeen een 18: 
i ed ee aoe oR 2&3 
Schwarcz, A., & Son, Inc. 
RM irl St hs Sa wi 142 
Sheffield Watch, Inc. 
Shriro Inc.... Rooms 4127, 
Silver by Sacks 

(See listing under H. Sacks & Sons) 
Speidel Corp. Room 628 
re Tee Ee, occ cacase ween 80 & $I 
Sun-Gold Industries 
Syndicate Diamonds, Inc. 

(See listing under J. Fiddelman & Son, 

Inc.) 


Tanenbaum, B., & Co., Inc 
Telchin, Charles S., Architect 

Model Jewelry Store 
Tishman & Linn, Ime. ..o.cccccccesees 153 


Vibrograf Corp. , 
(See listing under Incabloc Corporation ) 
Victor Corp., The Room 612 


Watchmakers of Switzerland, The, 

Information Center, Inc. 

Rooms 1484, 1485, 1486, 1487 

Welby Corp. 45 
Wideband Jewelry Co 

(See listing under Tishman & Lipp, Inc.) 
Wiesner of Miami, “Trickettes” by ....69 
Winston, Harry, Inc.—Loose Diamond 

Division Rooms 1627, 1628, 1630 
Winton Watch Co., Inc. Room 634 
Wyler Watch Corp. Room 608 
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1959 RJA Chicago convention 


and trade show 


where: Morrison Hotel 
when: July 19-23 


® A DISCERNING EYE, flexible vocal cords and a 
sharp ear are prerequisites if you’re planning 
to attend the Retail Jewelers of America’s Chi- 
cago convention and trade show at the Hotel 
Morrison July 19-23. 

You’ll need a discerning eye to appraise the 
wares of nearly 150 manufacturers, wholesalers 
and importers who are exhibiting. 

Flexible vocal cords will keep you in tune if 
you join in the yodeling at the “Night in Switz- 
land” convention banquet. 

And a sharp ear will help you catch and re- 
tain the tremendous amount of useful informa- 
tion and ideas you'll get from the workshop 
meetings, seminars and lectures. (And if your 
audio apparatus is functioning unusually well, 
you might even find out what they really say 
when they yodel.) 

Scheduled for the first time in the newly reno- 
vated Hotel Morrison, the show will probably 
draw more than 4000 jewelers from 25 western 
and midwestern states. Some 65 product lines 
will be exhibited in the grand ballroom, parlors 
A, B, C and D and the Constitution Room, all 
on the first floor, in display rooms on the sixth 
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floor and in suites throughout the hotel. All 
meetings, seminars and forums will be held in 
the Embassy Room. 

As usual, Sunday, July 19, will be a big day 
in the exhibition areas. RJA members and 
guests will be greeted by President Arnold A. 
Schiffman when he opens the first general ses- 
sion at 10 a.m. Monday, July 20. A panel forum 
on “Consumer Credit,” under the chairmanship 
of RJA Instalment Credit Consultant William 
Wagner, will highlight this first meeting. Panel 
members will include Fred B. Dreifus, Seymour 
Greenberg, Oliver A. Jenkins and Jay Lighter- 
man. At Monday’s afternoon session, two films— 
one about Switzerland and its watch industry and 
one produced by the Watch Material Distributors 
Association—-are scheduled to be shown. Start- 
ing time: 2 p.m. 

Spotlighting the second general session on 
Tuesday, the 21st, will be a special sales forum: 
“Selling Diamonds, Watches, Silver and Jewelry 
for Profit.” Outstanding merchandising experts 
in each line will lead the discussions. Tuesday 
afternoon will find graduates of the Bulova-NYU 

(please turn to page 93) 
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TOP 

Attractively textured wedding bells set the key for this display of wedding gift suggestions arranged on a 
low table in the window foreground. Gift wrapped boxes add a colorful note and carry out the gift sugges- 
tion idea. The table should be covered with a pretty cloth of white or pastel color. The large bell measures 
2% feet across and 2 feet long. The smaller bell is 1% feet across. Clappers are clusters of small flowers. 
The bells can be used together or separately and would also be excellent for use inside the store. They are 


priced at $75 the set. 


BOTTOM 


Romantic bridal couple, posed under a rose bedecked arch, make a striking central unit for this display of 
diamond wedding and engagement rings. Narrow ribbons extend from the unit atop a series of circular 
elevations. The rings are placed on the ribbons according to price range. Small cards at the ends of the 
ribbons can indicate prices. Additional rings in boxes are arranged on cylinder elevations on either side. 


The wedding couple, finely sculptured in hard latex and dressed meticulously in fabric, stand approximately 


22 inches high and are priced at under $30 each. Figures and stand may be purchased separately. The com- 
42 


plete unit is under $90. 
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Giant marriage certificate makes a decorative background for this display of wedding gift suggestions. A dainty 


bridal figure supports the copy card in the window foreground. Lengths of tulle, caught with ribbons against the 


background, give bridal atmosphere. The marriage certificate, measuring 38 inches by 28 inches, is available mounted 


on homosote for $18; unmounted for $9. The little bridal figure, about 26 inches high, sculptured in latex and fetch- 


ingly dressed (complete with bouquet) is priced at $37.50. 


Fine window “props” attract brides 


by Virginia Dixon 


@ SINCE THE BRIDAL MARKET is not only flourish- 
ing, but rapidly growing, promotion for bridal 
business should be planned on a long term basis. 
One of the most effective means of making your 
community aware of your bridal service is 
through window displays. 

Today’s young couples may be a practical- 
minded lot; but they want the setting for their 
wedding plans to be romantic and glamorous. So 
make your windows as flowery and sentimental 
as you please. 

In selecting your display units, look for dis- 
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tinction and versatility. They must flatter your 
finest merchandise and be eye-catching as well; 
so their quality and, consequently, their cost, will 
often be above average. Even a seemingly ex- 
pensive unit can become quite reasonable in cost, 
though, if you use it repeatedly in many ways. 
The motifs for bridal displays do not change 
much from year to year; but fresh styling and 
new materials bring them up to date, as in the 
units shown here. These are from Zaria Dis- 


plays, 434 Sixth Avenue, New York 11, N. Y. 
aes 
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by Marion Stocker 









































This store makes it 
easy for pre-marriage 
shoppers... all 
bridal merchandise 


is on display in 


The bride's own room 


@ IN THE LUSH YEARS TO COME, there will be stiff 
competition for the booming bridal market. Every 
retailer knows that. And the store that keeps 
ahead of its competitors will reap the biggest 
harvest. 

Three years ago, S. Kind & Son of Philadelphia 
were in the vanguard when they enlarged their 
silver, china, glassware and stationery depart- 
ments and added a full-time bridal consultant to 
the staff. Now they have taken another impor- 
tant step. They have brought together in one 
area all merchandise with special appeal for the 
bride-to-be. 

Behind this move is the philosophy of Oscar A. 
Kind, Jr., the firm’s president, that pre-marriage 
shopping should be more than pleasant and re- 
warding. Above all, it should be easy. Certainly 
it’s easier to make choices from a wide selection 
of everything you need in one room, where you 
sit down and relax, than it is to traipse from one 
end of a store to the other. 

So, the former silverware department at the 
far end of the first floor was chosen for “The 
Bride’s Own Room.” Renovation work started 
soon after Christmas. 

Walls were fainted a feminine light pink. 
Counters and showcases, already an attractive 
bleached mahogany, were reshuffled to form a 
long, wide “U”’, with silver flatware (a display of 
90 patterns) on two sides; and stationery (moved 
from the front part of the store) on the third. 

A spacious alcove at the right, formerly for 
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hollowware, was converted to hold 60 different 
patterns of china; 40 of crystal. (Hollowware 
moved around the corner to the erstwhile china 
area.) In the alcove, too, stands a round table, 
set with the tableware choices of current brides- 
to-be. 


Cost: Less Than $750 

Coats of white paint gave a “nuptials” look to 
the ample desk and files of the bridal consultant, 
Marjorie Morrow. And, along with a new white 
telephone, they were moved from semi-obscurity 
to a place of prominence at the new room’s en- 
trance. During preliminary consultations, cus- 
tomers are seated where they face the handsome 
displays of china and crystal. 

Finally, a wrought iron divider (painted white) 
with glass display shelves separates the room 
from the rest of the store—without hiding it. 
Glimpsed through the colorful glass giftware dis- 
played on the divider, the room is glamorous, al- 
luring. 

That divider was the only new piece of equip- 
ment which the regrouping demanded. In fact, 
the whole process was more disrupting and time- 
consuming than is was expensive. Bills for paint, 
labor, carpet-shampooing and incidentals, plus the 
divider, added up to less than $750. 

Staff members involved in the change have 
adopted the new arrangement enthusiastically— 
even though it means learning to sell each other’s 


merchandise as well as their own. Part of the 
(please turn page) 
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“Guides to the Bride Packet,” a 
handy portfolio of booklets about 
tableware and Kind’s bridal service, 
is offered Philadelphia and vicinity 
brides-to-be. Formal notes invite 
them to call for their gift in The 
Bride’s Own Room and to meet 


bridal consultant Marjorie Morrow. 


THE BRIDE’S OWN ROOM (concluded) 


plan calls for cooperation so that a customer 
need not be kept waiting in the bridal room, so 
long as a sales person in any department there 
is free. 


A Place for Entertaining 

For Miss Morrow, the new room is a dream 
come true. At last she has an ideal place for 
entertaining prospective customers inside the 
store. As a starter, she sent invitations for a 
morning program to a group of mothers of girls 
who will be married this summer. Invitations 
read: “S. Kind and Sons, Jewelers, cordially in- 
vites the Mother of the Bride to a demonstration 
of correct accessories associated with your 
daughter's wedding, in our newly decorated 
Bride’s Own Room, Wednesday, April 15, 1959, 
at 10:30 o’clock in the morning.” 

No door prizes were offered; no RSVP was re- 
quested. So, the store felt gratified when nine 
mothers arrived before 10:30—and stayed until 
after 12:30 p.m! The hour-long program (listed 
on the invitation) included a discussion of “The 
Wedding Invitation’”’ by a representative from a 
stationery manufacturer; “The Floral Decora- 
tion” by a leading Philadelphia florist, who 
furnished arrangements of spring flowers for the 
event without charge; “The Wedding Recep- 
tion” by a speaker from one of the city’s best 
hotels; and “The Bridal Registry” by Miss Mor- 
row herself. 

Afterwards, the mothers sipped punch and 
nibbled tiny cakes while they plied speakers and 
store personnel with questions; examined china, 
crystal and silverware patterns and samples of 
wedding stationery. 


Mothers ‘Best Customers’ 
Why was “The Bride’s Own Room”’ initiated 


with a party for mothers instead of a party for 
brides ? 

Miss Morrow has a theory. ‘“‘Mothers,” she 
says, “are likely to be the forgotten women in 
these days of emphasis on the engaged couple’s 
‘Togetherness.’ But mother is still the best bet 
to buy—and buy the more expensive merchan- 
dise.”’ 

Young couples seldom have ready money to 
spend, in her experience. They may select pat- 
terns—and then leave the store without making 
a purchase. On the other hand, if mother is along, 
she’ll say “‘. .. let’s take a place setting with us.” 
Then, the rest of the family and wedding guests 
are almost sure to follow her lead to Kind’s. 

The store will continue to invite brides-to-be to 
come in for a “Guides to the Bride Packet’—a 
neatly tied little portfolio containing informa- 
tional booklets about Kind’s services and table- 
ware. Hereafter, though, the girls must collect 
their gift in the Bride’s Own Room—where 
they’ll be surrounded by all the beautiful things 
which they long for, and sales people who are 
anxious to be of help. ae 
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DON'T MISS THIS CHANCE 





TO TAKE PART 


IN THE RJA—JC-K STUDY 
OF JEWELRY STORE OPERATION 





@ The next six pages reproduce the question- 
naire which was mailed last month to 3200 re- 
tail jewelry stores throughout the United States. 

Purpose of the questionnaire is to develop 
trustworthy, up-to-date facts about the retail 
jewelry business, which individual stores can use 
as a yardstick for measuring their own efficiency 
and which the entire industry can use when it 
presents its case for tax relief in Washington 
this fall. 

Every jewelry store can participate in this 
survey. And every jewelry store most certainly 
should do so. The more stores represented in 
the survey, the more conviction it will carry when 
Congressional committees are asked to abolish 
the 10 per cent excise tax on the retail sale of 
jewelry and other merchandise. 

How can you take part in the data-gathering ? 
In one or the other of these ways: 

(1) If you have received a questionnaire 
through the mail, fill out that questionnaire 
promptly and return it as soon as you can to 
Chilton Research Services, 56th and Chestnut 
Sts., Philadelphia 39, Pa. Please do not use the 
questionnaire form printed in this issue, if you 
have been sent a form through the mail. 


(2) If you have not received a questionnaire 
by mail, please tear out these buff-colored sheets 
along the perforated lines. Then answer each 
questionnaire as accurately as you can, and send 
the forms without delay to Chilton Research Ser 
vices, 56th and Chestnut Sts., Philadelphia 39, 
Pa. 

Chilton Research Services is conducting this 
study for the Retail Jewelers of America, Inc., 
and for JEWELERS’ CIRCULAR-KEYSTONE. The as- 
sociation and this magazine are co-sponsoring the 
study and sharing equally in the costs of prepa- 
ration and analysis, as a service to the industry. 

Neither RJA nor JC-K will have access to 
any individual store figures. No names are re- 
quired on the questionnaire. Survey results will 
be published only in total for small, medium and 
large stores, and for cash and installment credit 
stores separately. Individual firms will not be 
identified in any way with the findings. 

So, please ... If you received a questionnaire 
through the mail, fill it out and send it in. And, 
if you did not get one by mail, tear out this 
buff-colored section (along perforation line), 
write in your answers, and return all four sheets 
promptly to Chilton Research.—The Editors. 


<q TO DETACH THESE PAGES, TEAR AT PERFORATED LINE 
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RETAIL JEWELRY STORE 
SURVEY OF 1958 OPERATING EXPERIENCE 


Part] - ABOUT YOUR STORE... 


l. 


In total, how many stores are there in your firm, including this 
store (i.e., including the store addressed on the envelope)? 


Number of Stores in this Firm: 


(IF YOUR FIRM IS A SINGLE STORE OPERATION, PLEASE SKIP TO 
QUESTION #3) 
2. How would you classify this particular store (i.e., the 
store addressed on the envelope?) (Check as many as 
apply below): 
Main Store ___ 
Branch Store _ 


Unit in Chain 


How is this store owned? (Check one below): 
Owned by one individual 


Partnership _ 
Corporation _ 


What is the size of this store’s staff? That is, how many people 
working full-time in the operation of this particular store do you 
have at present, including full-time owners, partners and officers? 


Number of persons working in this store: - 


Of the total staff working full-time in the operation of this store 
(Q. 4 above), how many of these people are owners or partners 
of your firm? 
Number of Owners and/or Partners: . 


This survey is designed to obtain information on one store per 
questionnaire (i.e., the store addressed on the envelope). How- 
ever, if you have information only for two or more stores com- 
bined, kindly answer the questionnaire on the combined basis. 
Please indicate below the number of stores covered by this report: 


Number of Stores covered by this Report: - 


Figures for calendar 1958 are preferable. But if your figures are 
on a fiscal year basis, feel free to use fiscal year figures. 
Kindly indicate below the period covered by this report: 











NOTE ON PARTS lII-V: 


A. IF THIS BUSINESS COMBINES JEWELRY WITH FURNITURE, 
CLOTHING OR SOME OTHER TYPE OF RETAILING, 
PLEASE CONFINE YOUR ANSWERS TO THE JEWELRY 
END OF YOUR BUSINESS. 


. IF BOOK FIGURES ARE NOT AVAILAGLE, KINOLY MAKE 
YOUR BEST ESTIMATE (MARK ESTIMATES "“EST."). 


. WHERE YOUR ENTRY IS ZERO, IT WILL BE AMAELPFUL TO 
ENTER "O", RATHER THAN LEAVE THE SPACE BLANK. 


Part 2 - 1958 NET SALES... 


Dollar Amount 
(Omit Cents) 
NET MERCHANDISE SALES (Total merchandise re- 
ceipts after returns & allowances, excluding all taxes): --........seeeeeee. $ 








plus: REPAIRS & ENGRAVING RECEIPTS 


equals: TOTAL 1958 NET SALES 





1958 NET COST OF GOODS SOLD... 


Dollar Amount 


OPENING INVENTORY AT COST: (Omit Cents) 


Merchandise inventory at beginning of year: ............. $ 


Repairs & Engraving materials on hand, plus cost 
Ot i Eo og on de RR oe aaa $ 


plus: NET PURCHASES AT COST: 
Cost of Merchandise purchased in 1958 for resale 
(plus inward freight if costing includes this item; 
otherwise, inward freight goes under Expenses 


Cost of Repairs & Engraving materials purchased 
in 1958 (excluding wages paid) plus work purchased 
from outside trade shops: 





3. equals: TOTAL COST OF MERCHANDISE HANDLED: 


4. minus: CLOSING INVENTORY AT COST: 
Merchandise inventory at end of year: ............000e0e- buts 


Repairs & Engraving materials on hand, plus cost 
of undelivered work at end of year: 
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Part 4 - 1958 OPERATING EXPENSES... 


Dollar Amount 

1]. SALARIES AND WAGES: (Omit Cents) 

a. Total 1958 salaries & wages for all personnel attached to 

the operation of this store, except those allocable to Repairs 

& Engraving. Include owners’ salaries up to $8,000 for each 

person. (Include in Net Operating Profit amount of owners’ 
salaries in excess of $8,000) 





b. Total 1958 salaries & wages going to Repairs & Engraving 





ANNUAL RENT OR OCCUPANCY COSTS: 


lf you rent store quarters, annual rent you pay. Include real 
estate taxes & building insurance, if you pay for these items. 


If you own store quarters, annual occupancy costs (Store 
building depreciation, interest, maintenance, real estate 
taxes, bui. ding insurance, etc.): 





ADVERTISING AND PROMOTION EXPENSES: 


Expenditures for advertising, printing, display & other pro- 
motion, including agency fees, if Ony: ......... cc cece cece ee eee eee $ 





BAD DEBTS (Amount written off in 1958): 





ALL OTHER OPERATING EXPENSES: 


All operating expenses not covered above. Includes insur- 
ance (other than for building); supplies; fixture depreciation; 
delivery & shipping expense; heat; utilities; travel expenses; 
accounting & legal fees; donations, etc. Include inward 
freight, if not included in Net Purchases 





TOTAL OPERATING EXPENSES: 
Sum of items | through 5 above 





- 1958 OPERATING PROFIT (OR LOSS) 


Dollar Amount 


NET OPERATING PROFIT OR LOSS (BEFORE TAXES): (Omit Cents) 
Net Sales (Part Il) 


minus: Cost of Goods Sold (Part III) 
equals: Merchandise Margin 


minus: Operating Expense (Part IV) 





equals: Net Operating Profit or Loss 
(Indicate Loss by a minus sign) 
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Part 6 - MERCHANDISING INFORMATION ... 


1. In 1958, how did your total volume break down by department or line? That is, roughly what percent 
of total store sales would you say came from each of the following lines? 


(ENTER % FOR EACH LINE BELOW, OR $ AMOUNT, IF EASIER. IF BOOK FIGURES NOT AVAIL- 
ABLE, KINDLY ESTIMATE. FOR LINES YOU DON’T CARRY, KINDLY ENTER ZERO. IF YOU 
NEED TO GROUP 2 OR MORE LINES TOGETHER, PLEASE INDICATE BY A BRACKET WHICH 
LINES YOU GROUPED. NOTE THAT FIGURES SHOULD ADD TO TOTAL STORE VOLUME.) 


% of Total Sales OR _ Dollar Sales 








Diamonds & Precious Stones (If you included 
Diamond Watches here, check this box): 





Karat Gold Jewelry 











Birthstone Rings 





Wedding Rings (not diamond) 
Filled & Novelty Jewelry 
Watches & Clocks 

















Sterling Flatware 








Sterling Holloware 





Plated Flatware & Holloware 








Stainless Flatware & Holloware 








China (including Earthenware & Plastic) 





Crystal ware 








Electrical Appliances 
Radio & Television 


Phonographs, Hi Fi, Stereo & Records 




















Personal Leather Goods 








Luggage 





Cameras 








Giftwares 
Watchbands 


Stationery 

















Optical 


$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
$ 
§ 
$ 
$ 
$ 
$ 
$ 








‘‘Promotional’’ Items (other than in lines listed above) 


Other merchandise departments (Please specify): 


























Repairs & Engraving Receipts 
TOTAL NET SALES —~> 100 
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2. About what percent of your total sales volume was done on in- 
stallment credit in 1958? (Enter % below): 
% of Volume done on Installment Credit: 





3. Do you consider your business primarily (Check one below): 
A Cash or Open Account Store 





An Installment Credit Store 





(1F THIS STORE !S AN INSTALLMENT CREDIT STORE, 
KINDLY ANSWER QS. 4-6; OTHERWISE SKIP TO Q. 7) 


4. Roughly what was the average percentage of down pay- 
ments in 1958 for all departments combined? (Enter % 


below): 
Average Percentage of Down Payments: 





5. If you have a carrying charge, what is the rate of your 
carrying charge? 
Rate of Carrying Charge: 





Check here if you have no carrying charge 





Kindly enter below your Collection Percentage for each 
month of 1958. (Divide total amount of accounts due for 
a given month into collections received in the same 
month. Omit down payments from collections. If figures 
are not available, kindly estimate): 


Collection Percentage 








| Jan. Feb. . | Apr.| May | June | July | Aug. 












































7. Kindly check below the category which includes the annual sales 
volume of this store. (If multi-unit operator, be sure Question 6, 


Part | is filled in). Under $20,000 

$ 20,000 to $ 29,000 
$ 30,000 to $ 39,000 
$ 40,000 to $ 49,000 
$ 50,000 to $ 99,000 
$100,000 to $299,000 
$300,000 to $499,000 
$500,000 to $699,000 
$700,000 to $999,000 
$1,000,000 & Over 
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ls any business other than jewelry retailing conducted at this 
store address? That is, do you combine a jewelry operation 
with furniture, clothing or some other type of retailing? 





If ‘‘Yes’’ to Question 8, what type of business? (Write in below): 





Of the total dollar volume of business conducted at this store 
address, roughly what proportion comes from the retailing of 
jewelry and related items? (Write in % below): 


% of Total Business Coming from Jewelry Retailing: 





Position of Person filling in this report: 

















ee we ee 


IF YOU WOULD LIKE TO HAVE A COPY OF THE FINDINGS FROM THIS SURVEY, 


write us separately or enter your store name and mailing address below. 


STORE NAME:_ 








STORE ADDRESS: 











@ Are your diamond sales above par for a store 
of your type and size? How is your service de- 
partment doing in comparison with other jewel- 
ers’ repair business? Should you diversify more 


than you have, or should you specialize? What is 
AN happening to sales and expenses in cash stores, 





credit stores, small and large? How can the re- 
tail jewelry industry defend itself in Washing- 


| Mi p RT ANT ton on such matters as the excise tax? 
The trade badly needs data about itself .. . 


information gathered from enough jewelry stores 





of all types and sizes so that it will be trust- 


Mi ESSAGE worthy and authentic. If you will take the time 


and trouble to answer the questions on the pre- 





ceding pages to the best of your ability, you will 


be contributing a genuine service to yourself 
and the industry. 


Actual figures are desired. Where necessary, 
however, estimate as accurately as you can. No 


RETAIL names need be signed. Individual stores will 
not be identified in any way with the findings. 
| Please read the message on page 71, which 

tells more about how your store can participate 

JEWELER in the RJA-JC-K Retail Jewelry Store Survey 

of 1958 Operating Experience. 


If you have not already received a question- 
naire through the mail, fill out this buff-colored 


section and mail it promptly to Chilton Research 
Services, 56th and Chestnut Sts., Philadelphia 39, 


Pa. 


TO DETACH THESE PAGES, TEAR AT PERFORATED LINE > 
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IT PAYS YOU 10 REMEMBER 
WEDDING ANNIVERSARIES 


... heres an easy way to do it! 


@ SUCK YOUR THUMB—pace the floor—chew on a pencil— 
possibly scratch your head? Is that the way you stir your 
memory? If it is it’s permissible to say that your: 


1. Thumb is wet 
2. Floor is worn 
3. Stomach is full of wood and graphite 


. Head is bald and most of your hair is under your 
fingernails. 


For a businessman, especially a jeweler, to have to resort 
to the above methods is not only dangerous to his health 
but it also reveals a lack of organization. 


One of the occasions on which many a jeweler has been 
forgetful is his customer’s wedding anniversaries. Sure, 
you have probably pitched the 25th and 50th but what 
about all the ones in between? It’s widely known that 
many jewelers neglect this business—even though the 
profits therefrom could be very substantial! 


The main problem seems to be one of record keeping— 
having handy the few facts necessary to alert you to com- 
ing anniversaries so that you can contact the male cele- 
brant in advance. Well, here’s the easiest way we’ve seen 
to solve that problem and start bringing in some extra 
cash. 


The entire program revolves around this file card. You 
record the name, address and wedding date when the 
young couple comes in for nuptial rings and from then 
on you’re set. By placing the card in proper sequence in 
a tickler file, arranged by months, you have a system for 
reminding yourself each year to remind the husband of 
his approaching wedding anniversary each year there- 
after. The fact that a jewelry gift is the best expression 
of the love he has for his marital partner and that your 
store is well stocked to meet his needs naturally follows. 
See?—couldn’t be simpler! 


To order your supply of both the index and the tab cards, 
fill in the coupon. Minimum quantity available on the 
index cards is 100. Prices include postage. 

—100 3 X 5 index cards 

—additional 100’s 

—set of 12 monthly tab cards .. 
Order your complete supply now. The small expense 


involved is well worth the better memory and increased 
sales which will accrue. 











Specially colored monthly tab card to organize this reminder 
system for your customer’s anniversaries. 





Wedding Date 








names of couple 





home address (after marriage) city state 





business address 





salesman’s 
name 


business telephone 








GIFT RECORD 
Ist Anniv. 3rd 5th 
2nd 4th 6th 


























This is the index card which provides all the data you need 
in order to operate this program. 


ee ee sees ee ee ee 


Please send to me the following quantities of 
wedding anniversary reminder cards. 


index cards, along with 
sets of monthly tab cards. 


Send this coupon along with payment to JEWEL- 
ERS’ CIRCULAR-KEYSTONE, 56th & CHEST- 
NUT STS., PHILADELPHIA 39, PA. 
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by Dr. Frederick H. Pough, 
Gemological Consultant to JC-K 


That's a matrix specimen of a 
Burma ruby on the native-made 
brass stand. Beside it is a neck- 


lace of Indian rubies. 


In natural or man-made form, there’s beauty for everyone in 


Ruby THE BIRTHSTONE FOR JULY 


® KVERYONE LIKES RUBY, the traditional birth- 
stone for July. And, the synthetic substitute is 
red corundum, not just an imitation of like color. 
In both groups, supplies are adequate in several 
price ranges. 

Small natura! rubies are not expensive. The 
customer who insists on a genuine stone despite 
a “beer” pocketbook, can get a ring with one 
small ruby or a little group of them at a very 
moderate price. If a larger stone is wanted, the 
synthetic can rival the average larger natural 
ones in beauty if not in pride of possession. For 
those with champagne tastes and matching in- 
comes, the jeweler will find little difficulty in of- 
fering something appropriate. So, all in all, we 
can be happy with July’s stone. It is a gem with 
unrivalled lore and a wealth of tradition; a stone 
exceeded in durability only by the diamond. 

Rubies are chromium - pigmented aluminum 
oxide. The coloring element is the same as that 
which makes an emerald green. The difference 
in color between these two stones can be ex- 
plained by the difference in the lattice spaces in 
their atomic structures. The greater spacing 
in the beryllium aluminum silicate gives a green 
coloration, as it does in any silicate of like spac- 
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ing. (Purple is another chromium color.) The 
tight oxide spacing of ruby intercepts another 
wave length of light and passes the red. (Last 
Fall’s Deutsche Edelstein Gesellschaft meeting in 
Bonn was treated to an elegant dissertation on 
this subject, a notable program.) 


Ancients Confused Red Stones 


In olden times, red stones were much sought 
after, and, perhaps, were confused. It is difficult 
today to sort out the legends in the old writings, 
and assign them to garnet, spinel or ruby with 
any certainty. When the origin of the stones is 
indicated, as it is in some old lapidary books, we 
have a little guidance. But, true ruby is rare and 
most often garnet is the red stone discussed. 

Ruby has long been highly regarded. Witness 
the many terms we still see applied to other 
stones that hope to bask in ruby’s glamor: Alaska 
rubies, Cape rubies, Arizona rubies, and Balas 
ruby. Many of the brighter “‘carbuncles” of the 
ancients may well have been true rubies, or ruby 
spinels (like the Black Prince’s ruby of Britain’s 
crown jewels). The glowing color of ruby gave 
birth to the legend that they contain an inner fire 

(please turn page) 
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Loe, Prine 
COLOR 
MOVIE 


to promote your diamonds 


it's yours FREE 


—to show in your town 


a dramatic professional production 


25 minutes of entertainment and information 


This spectacular diamond film in sound and color is a proved 
audience attraction. With a current record of 35,416 show- 
ings before school and club groups and 866 presentations on 
TV, it’s one of the most popular commercial films ever pro- 
duced. It’s yours to use—on a free loan basis—to promote 
your diamonds in your community. 


Titled ‘A Diamond Is Forever,” it’s ideal for showing 
before high school, college and club groups, for presentation 
as a sales-training aid, and for your TV program. 

A romantic story, fast action and magnificent color pho- 
tography make it a really memorable diamond film. There’s 
an authentic sequence on diamond cutting, photographed at 
a leading New York cutting house .. . an interesting tour 
through the diamond mines, taken on location in South Africa. 

For details on how you may obtain the film, ‘A Diamond 
Is Forever,’ to show in your town, write to the exclusive 
distributors, Association Films, Inc., at the address nearest 
you: 347 Madison Avenue, New York 17, N. Y.; Broad at 
Elm, Ridgefield, N. J.; 561 Hillgrove Ave., La Grange, IIL; 
351 Turk Street, San Francisco 2, Calif.; 1108 Jackson 
Street, Dallas 2, Texas. 


Tie in with the national diamond promotion 
—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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RUBY: THE BIRTHSTONE FOR JULY 


(continued ) 


which cannot be quenched, even though wrapped 
in a cloth and smothered for days, or dropped in 
water to remain for months on end. One myth 
had it that a ruby would warm water and even- 
tually bring it to a boil. 

Other legends accorded sex to rubies. The 
lighter stones were considered female; the darker, 
male. This sex characteristic persists today most 
strongly in the lighter and darker catseyes. 

Rubies were thought to have the power of fore- 
casting dire events. Many stories have been told 
in which rubies turned dark on the approach of 
ill-fortune and lightened again after the ill-times 
passed. As with garnets, rubies were thought to 
have curative powers for, obviously, their color 
is closely allied with that of blood. Red is the 
color of Mars, the god of war. Worn by a man, a 
ruby signified command, nobility, lordship and 
vengeance. Consequently, it is indeed appropriate 
as a man’s gem. 

In India, rubies were also accorded caste, the 
deeper stones belonging to the highest caste. But, 
like men, rubies could lose caste by coming in 
contact with paler stones of lower rank—where- 
upon they also lost their supernatural powers. 
(What a wonderful belief for an Indian jeweler 
to encourage! Once a customer had a fine ruby 
he couldn’t “afford” to buy another of lesser 
quality !) 


In Good Supply 

Considering their rarity, genuine rubies are 
surprisingly available. There is really only one 
top locality for rubies: Mogok, in Burma. The 
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Rubies, emeralds and diamonds set in gold form this Indian 
pendant. The reverse side is red and green enamel. Rubies 
in such pendants are of low quality and, frequently, backed 
with colored foil to improve the color. 
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mines there are worked by primitive methods. 
Once they were operated by an English concern; 
but the vicissitudes of taxes and the problems of 
native labor eventually made it uneconomic. 

Small rubies are quite abundant. (It was this 
abundance that lead to so many “reconstruction” 
attempts.) But larger stones are very rare. The 
durability of this gemstone and the assurance, 
from 50 years of experience, that snythetic stones 
do not lessen the price of natural ones, makes 
them among the most satisfactory jewels to 
handle. 

Good Mogok rubies are a lovely red color with 
a slightly bluish cast—partly the result of a 
daytime fluorescence of which we are not con- 
scious. Many experts test Mogok rubies with an 
ultra-violet light under which Burma stones glow 
like coals while Siam stones lie dead and black. 

Siam rubies are generally darker in color, and 
their red is a little yellower. At their best, they 
approach—but rarely equal— the Burma stones. 
Most are not fluorescent. Ceylon rubies are fluo- 
rescent; but, like Ceylon sapphires, they were 
starved of pigment when they formed and are 
much paler in hue, although they are more blue 
than yellow in their undertones. As a matter of 
fact, most pink sapphires, clear and lively stones, 
are even bluer than the Burma ruby. (It is hard 
to draw the line between a pink Ceylon sapphire 
and a light Ceylon ruby, unless you are selling!) 


Variety of Corundum 


As we have said, ruby is a variety of corundum, 
aluminum oxide with a chromium impurity. If 
pure it would be colorless, but the impurities color 
it, as they do quartz, to make a number of gem- 
stones. (Two months hence we shall discuss sap- 
phire, which is also corundum.) 

Star rubies, another type of ruby, can serve 
equally well as July’s birthstone. They have the 
same chromium pigment to make them red; and, 
in addition, they were supersaturated, as they 
formed, with titanium oxide which later sepa- 
rated out into little oriented rutile needles that 
cloud up the stone but which reflect shafts of 
light in a star pattern when the stone is properly 
cut. 

Briefly summarizing the properties of ruby, it 
has a refractive index around 1.77, a specific 
gravity of about 3.99, and a hardness of 9. There 
is no easy smooth plane of fracture (cleavage) ; 
so the stone is very durable and satisfactory for 
jewelry use. The minor impurities do not greatly 
affect its physical properties, so you need merely 
to recognize the corundum nature of the stone. 
The specific name will depend on the hue. 

The only problem for jewelers is to tell if a 
stone is natural or synthetic. The answer depends 

(please turn to page 86) 
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The trend is to Winston! 


I al-1a—05l-mialoml ol—i4(-1 at -1010 | ge1_ is (eo) al (ole}-\-Mmell-taalelalel— 
Peleretatiiiet than Harry Winston, Inc. From the 
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ge)elelarm,e) 16) aal—m ol6h'4-10-milalemt- a e1e)ea))(-3(—-m-1-1|-1e3 tela 
of their everyday needs...merchandised 


comm tal—iigmo leh s-lait-lel—e 





| Loose OTF Vaalolalo mm @ ih AE-ilela) 
| HARRY WINSTON, INC. 





7 EAST 51st STREET, NEW YORK 


OFFICES IN: CHICAGO - OKLAHOMA CITY - LOS ANGELES 
GENEVA, SWITZERLAND 








Add your name to the 
list of major jewelry 
manufacturers who 
epecify ‘Linde’ Stars, 
the finest synthetic 
gems in the world. 


RUBY: BIRTHSTONE FOR JULY (from page 84) 


on the form in which the synthetic grows. Syn- 
thetic stones, Verneuil-type synthetics that is, 
always show curving striations that are charac- 
teristic of rubies grown in boules. In other co- 
rundum hues, the growth variations may show up 
as curving lines, more or less saturated with 
color. This is especially true of the synthetic 
blue sapphires; but in ruby and imitation alex- 
andrite corundum, the lines are uniformly dis- 
tributed through the stone and look more like 


“His & Hers’—The royal 
st amp and queenly grace of 
“Linde” Stars in settings of 
gold and diamonds. 

is a %Y mm “round 

Linde Ruby set with two 


slight variations in the refractive index than 


mew YORK CITY color variations. Possibly the bottom of each skin 


Alsan Mfg. Co. 


baguette diamonds. . , 


“Hers’’ is a “Linde’”’ 
Star Sapphire set with 


six full-cut, six single- 


cut diamonds. Urig- 
inals from 
Goodman & Co., 
dianapolis, 
Indiana, 


alelatcumeleit 


LINDE 


‘Linde’ Stars are the only 
synthetic star sapphires and 
star rubies produced under 
quality controls so rigid 
they match the perfection 


of natural star gems. 


Beckerman & Lerner 
Belenky Bros., ine. 
Biekson, Ine. 

Rotell Ring Ce., Ine. 
j. L. Brandt Co. 
Bristol Seamless 


ng p. 

Coronet Jewelers 

ween & Sens Jiry. Ce. 

re. 

D'Esposite Bros. 

E. S. Feinstein & Co. 

Flyer Brothers 

wary & Ben Frackman, 
ne 

Gevertz a Co., 

H. Glaser Co. 

Goldstein- Gerson Co. 

Green & Co., Jirs., Ine. 

Benjamin & Edward J. 
Gross Co., Ine. 

Harry Guise, Ine. 

H. Hamburger Co., Ine. 

Haven Ring Co. 

irvring Co. 

Kahn & Co. 

Morris Kaplan and Sons 

Charies Koppel Ring Co. 

K. 8. K. Jiry. Co., Ine 

Mereury Ring Corp. 

Perkel & Klein, Ine. 

Aaron Perkis 

Samuel Platzer Co., Ine. 

S. & M. Jewelry Co. 

David Sarkin., Ine. 

William Schneider 

Srhuman & renee Ine. 
Seltzer Bro 

Skalet Mfg. Co., Ine. 

War & Skoinik. Ine. 

} R. Wood & Sons, tne. 





BUFFALO, N. Y. 


The Boeck-Lewils Co. 
M.A. Reich and Co. 
Star Ring Mfg. Co., Ine. 


CHICAGO, ILL. 


Emil sheng & ~ 
Hart Ring 


in 
Hirsch a oe 
Harry Rotter 
Fred Seltzer Co., Ine. 
Stein & Ellbogen Co. 


INDIANAPOLIS 
Goodman and Company 


MIAMI, FLORIDA 
Louls Lang & Co. 


MINNEAPOLIS, MINN 


Ostbye and Anderson 
Ring Specialty Co. 


©T. LOUIS. MO. 
Kinsley & Sons, Ine. 


OHIO 


Fratianne Mfg. Co. 
B. Goodman Mfg. Co. 


Ine. 
Swirsky Bros., Ine. 
The Victor Corp. 


PENNSYLVANIA 


Byard F. Brogan 
Helm and Hahn Co. 


PROVIDENCE, R. t. 
Dolan & Bullock Co., Ine. 


NEW JERSEY 

Acme Ring Mfg. Co., Ine. 
Church & Company 

F. & F. ag oot ine. 

Jabel Ring Mfg. Coe., Ine. 
jones & Woodland Co., ine. 
Larter & Sons, Ine. 


of molten material that spread out in the form of 
a drop as it struck the growing base of the boule 
is in a slightly different orientation than the more 
slowly-cooled layer, or is under some strain from 
the sudden fixation of the atoms. Anyway, it 
looks more like a refractive index variation, re- 
peated over and over again, than it does like color 
bands. The lines may not always be immediately 
apparent. One has to tilt the stone so that the 
lines can be seen on edge. In a mounted stone 
this may take a little effort. 

From time to time myths are current in the 
trade about some (never available) stone that no 
one can be sure about; or that a noted expert 
diagnosed incorrectly. They are pure fiction. The 
writer has never seen a ruby which could not be 
positively identified, though on occasion it may be 
necessary to take the stone out of its setting to 
gain more freedom of rotation and immersion. 

The recently reported hydrothermaliy grown 
ruby crystals are not yet on the market, and, of 
course, may never be. When they do appear we 
shall have to reappraise our criteria and it may 
no longer be possible to be so categorically posi- 
tive in our statements. However, till that day 
comes, rubies are at the top of our list in every 
way, as a birthstone and as a gem. Za8 


Copper was prized more than gold and silver 
hy the ancient Mexicans. Small copper bells and 


other copper objects were used as money. 





When the Spaniards ravished the Chibcha 
cities of Colombia in the 16th Certury, they car- 
vied off golden objects valued at nearly $6 million 
as well as hundreds of magnificent emeralds. But 
they brushed aside innumerable objects of plat- 


inum. Uninteresting, worthless metal, they 


Pet 4-1 te IN ISIOIN EE wcrc owe cistmimutors thought. 


SBO FIFTH AVENUE NEW YORK IS 


COLUMBUS 535-2656 





* ‘T.inde’ ts a registered trademark of Union Carbide Corp. 
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Jlarcus & Go. 


is looking for 


diamonds and jewelry 
you dont want! 


Here’s why manufacturers, wholesalers, retailers turn 
to us to dispose of their idle inventories, 


slow moving pieces and overbought items that are 
tieing up their working capital. 


They get more for their merchandise 
because we pay more! 


You too can get all the advantages of having one of 
the country’s largest outlets advertising, promoting 
and selling your goods at retail to the biggest buying 
audience in the world through our unique brokerage 


plan. You avoid the financial and prestige losses that go 
with distress sales and dubious auctions. 


You can’t lose with the Marcus Plan! 


Let us tell you what we’ve successfully done for others. 
Then compare what Marcus & Co. can give you against 
any offer from any organization. Let’s talk about it. 


No piece or no stock is too large or too small. Call 
or write today. 


Jlareus & Go. 


Jewel Galleries 


(purchasing division) at G | M B F LS 


33rd Street & Broadway, New York 1,N. Y. 
PEnnsylvania 6-0808 
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Close-up of new postal rates 


If you make regular monthly mailings to 1000 
customers or more, you have had the following 
postage choices since last Jan. 1: 


First Class Mail: 
1000 letters at 4¢ each for 12 months 
aes 
1000 postcards at 3¢ each for 12 months 
se om SOe0 








Third Class Regular Mail: 
1000 pieces at 3¢ each for 12 months 
eens 


Third Class Bulk Mail (Bulk mail rates 


3 This unusual assortie] | are permitted for 200 identical pieces 
of nautical charms provides you witha = 
valuable source of extra profits during the | or mor e): 
boating and racing season. Available in 1000 pieces at 2¢ each for 12 months, 


either Sterling or 14 Kt. Gold, these pop- |_| plus $20 fee for bulk mailing permit. .$260 
ular and attractive nautical motifs will — On J 1. 1960. th bis Rae Chita al bulk 
score a hit with the sporting crowd. Order ( doi ae Ss a ae angel == come oo 
now through your wholesaler. mailings advances to 214¢ which brings a year’s 
, .* | monthly mailings of 1000 pieces each, plus permit 
J. M. FISHER COMPANY, Attleboro, Mass. fee, to $320.) 

Obviously, it is cheaper to use third class bulk 
if you mail 1000 pieces a month or more. But, 
if your mailings are smaller and irregular, it may 
be less costly to use regular third class—and not 


pay the bulk mailing fee. 

















Can You Top This? 


Largest Selections of — : A $5 bill goes to A. Kastan, Kastan’s Jewelry, 


Since 1890...the World's 


Ashland, Ohio, for this unusual business experi- 


IM a p 5 , | pe : 
“Like most jewelers, I’ve wondered if our cus- 
a, 


tomers read copy in newspaper ads. So, near the 

have been 
bottom of a list of articles on sale for Washing- 

offered by | ton’s Birthday—2 electric razors, 1 transistor 


radio, 1 man’s automatic wrist watch, etc.—I in- 
G AC : N . serted this item: ‘5 United States Silver Certifi- 
cates with George’s picture (limit 1), 69¢ each.’ 


“Most of our items were snapped up within 20 

minutes of opening time. It was 45 minutes be- 
fore a woman asked to see our ‘U. S. Silver Cer- 
tificates. . . .’ I showed her a crisp new dollar bill 
which she promptly bought for our advertised 
price of 69 cents. Took four and a half hours to 
dispose of all five bills. 
“Our stunt tickled a reporter and he wrote it 
RACINE CATALOG ric i ae up for the newspaper. He ended his piece: ‘It 
| PRE pays to read the ads!’ We still don’t know 
Featuring Timers and as as whether people do; but we sure had fun trying to 
find out.” 


| . Write us a note about your most unusual busi- 
Sport and Technical Use ; ness experience—don’t worry about literary style. 
We'll pay $5 for each experience we publish. Ad- 
dress: JC-K editorial department, 56th and 
Chestnut Sts., Philadelphia 39, Pa. (All manu- 


JULES RACINE & COMPANY, hie | > * scripts become the property of JC-K and cannot 


GiLiel'icl.meael) med leita? te, 


Write for the Lotest 


Chronographs for Every 


be returned. Your name and town will be used 
unless you request that they be omitted.) 


F ne T mers Since 1890 


WEST 47th STREET NEW YORK 36 
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precious 


THE CULTURED PEARL 


fashioned 


and 


presold by 

















be = The most wanted name in cultured pearts 


Precious...the cultured pearl that pays off in profits. It's Imperial...the best known, most wanted name 
in cultured pearls. It’s Imperial... the pace setter in new exciting jewelry fashions. It's Imperial ... the 
cultured pearl that is constantly publicized and advertised. It's Imperial... with tailored promotions that 
bring customers into the store. Why not get the facts now from your Imperial representative. 


IMPERIAL PEARL SYNDICATE, INC., world’s largest importers of the world’s finest cultured pearis 
NEW YORK: 681 Fifth Ave. « CHICAGO: 5 N. Wabash Ave. « DETROIT: 914 Michigan Theater Bidg. « LOS ANGELES: ( Beverly Hills) 9441 Wilshire Bivd. + TOKYO: 2, 3-Chome, Yotsuya Skinjuka, Ku 





See The Imperial Line at These Shows 


Atlanta | Chicago | Les Angeles | New York Dallas 

Henry Grady Hotel | Morrison Hotel Ambassador Hotel | Waldorf-Astoria Hotel Adolphus 
July 19-22 | July 19-23 July 26-3! Aug. 9-13 Sept. 5-! 

Room 738 | Room 670/672 Room 246 Booths 39/40 Room 1033/34 





diamonds 


can go with 


casual living 


—if you wean the 
picnic hostess away 
from blue jeans, and 
encourage informal, 


feminine attire 


by Gladys Babson Hannaford 


@ YEARS AGO, most people enjoyed that sometime 
thing called a picnic—at the beach, along the 
river, or in the mountains. No one then dreamed 
that it would move into the backyard and, for a 
large segment of our population, become a way 
of life known as “casual living.” 

California is credited (or blamed, depending on 
your viewpoint) for this trend; but there it has 
become a fine art with specially designed outdoor 
equipment and beautiful play clothes. Elsewhere, 
with few exceptions, it remains in the sloppy 
stage. Women have been sold on the idea that 
it is an easy way to entertain. Actually it is not, 
but women are group followers. 

There has never been a living trend that is 
worse for the jeweler. Fine silver, china, lovely 
crystal are not used at a barbecue, nor are dia- 
monds worn with blue jeans. 

If the idea were confined to sunny summer 
days, there would be less worry. But the sad 
fact is that when the weather is bad and seasons 
change, all too often, outdoor living with its 
paper napkins, plastic table cloths and dishes, 
just moves indoors—along with the slacks. 

What does this type of social existence do to 
a woman? Slowly but surely it is robbing her of 
her graciousness and charm and, even worse, her 
natural feminine instincts. As a back-yard ser- 
geant, dressed in slacks, shorts or jeans, her hair 
scalped back under a bandana or scarf, strug- 
gling with a large tray of raw meat, she isn’t 
likely to be remembered for her devastating 
allure. 

The children who are fed a diet of casual living 
during their formative years fare even worse. 
Watch families in restaurants. You can tell from 
the harried parental expressions and the sloppi- 
ness and bad manners of the children just how 
“casual” they are at home. 

Your concern is that this is not the type of 
woman whose husband thinks of her in terms of 
diamonds. 

What can be done about it? The trend is too 
powerful to change. So, as the old adage goes, 
“If you can’t lick ’em, join ’em.” Make this 
trend work for you, not against you. Use it as 
a showcase for your merchandise. 

Start featuring outdoor diamonds. Here’s a 
promotion for those lovely gold-and-diamond leaf 
and flower and butterfly pins. Carved crystal- 
and-diamond pieces also are ideal for it. Show 

(please turn to page 92) 
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DIAMONDS 


Emerald Cut and /A larquise 
STAR SATE IK E: 


RIJ RITE s VF R ‘ 


We are always interested in purcnasing estates or 


jewels which your customers submit to you for sale 


We hat a laree acta of Precious Stones 
mounted and Thititelthias: from which CoO make 
your selection, let us cooperate wala) you on 


your spec ial calls 


JEROME RICHHEIMER 
ig 
608 Fifth Avenue Phone Circle 5-5673 New York 20. 


CROSSES 


Symbols of faith . .. 
beautiful 14K yellow 
gold crosses, finished 
in black enamel, 
black onyx, or half- 
pearls. These are only 
a small part of our 
large selection of 
crosses, lodge and 
fraternal jewelry. 


Wi erccesns IB erry g CO. Tine Enllomatic fevcley 


MEMBER AMERICAN GEM socie>rty 8S ROSE STREET, NEWARK 8, N. J. 


musdipoatlianah aanditnsnadsrasahendttamaatamennthe et ee ae 





need 
cultured 
pearls? 
TOGA 
has 


overwhelming 


quantities 


chokers, necklaces, whole givens in opie 


shapes, colors and price ranges. Toga is 3 
number one source for cultured rls. 
plete line of cultured pearl earrings, | 
pear! bracelets, shorteners and clasps. 
gold and diamonds, cultured pear] pairs, 


eultured pearls and large single. ie : | 


-— 
es Send for fr ree dielie : 
Memo selections on ade 08 


- CULTURED PEARLS | 


A division of Maurice Goldman and Sons « 


10 West 47th Street, sed ge Yet 
Suite 903 PL7-5763-4 0 





DIAMONDS CAN GO WITH CASUAL LIVING 
(from page 90) 


them in your windows on scarves, swatches of 
suit material, on the shoulder or neckline of a 
sports dress. 

Remember when lapel pins put diamonds on 
suits where they had never been worn before? 
There was a time when the sweater was for foot- 
ball players; now it has become a round-the- 
clock item for women of all ages and there are 
glamorous evening sweaters that call for dia- 
monds. Diamonds have gone, profitably, to the 
suit lapel and the sweater. Now you can take 
them to the back yard and to what the fashion 
magazines call spectator sports clothes. 

Today, gracious living and casual living seem 
worlds apart. But they should not be. Sell a 
woman on the idea of outdoor diamonds and she 
will want to dress up to them. On old blue jeans? 
Of course not! She will become a hostess once 
more, dress the part and love it. Right now, she 
is combination errand boy, porter, camp cook 
and clean-up squad, and in her dungarees that’s 
what she looks like. She will love you for help- 
ing her change the picture. Living up to her out- 
door jewelry will turn cooking out into dining 
out. 

Show her the difference. For example, in your 
window, arrange a weatherbeaten board set with 
paper plates, wooden or plastic utensils, paper 
napkins, beer cans, maybe a ketchup bottle, dupli- 
cating the sloppier type of outdoor set-up as 
closely as possible. On the edge of the table, 
place a feminine hand form, a little grubby, with 
no jewelry, as though holding a sooty barbecue 
fork. 

Then suggest another table, in contrast, by a 
gay, outdoorsy cloth with attractive table set- 
tings. Use plants and vines to hint the back yard 
scene. The hand form on the edge of the second 
table, well manicured, should wear diamonds— 
simple, perhaps set in the gold that is so popular. 
A card could ask the question, ““Do you cook out 
or dine out?” 

If you win over a few women, others will 
follow. They will see quickly enough that the 
smart, feminine hostess gets more attention (and 
assistance!) from the male contingent than the 
dungaree gal. 

Furthermore, when weather conditions send 
entertaining indoors, it will not be at that damag- 
ing low level. The already established buffet, 
candlelight and all, will hold its own because it 
can be both casual and gracious. 

You have a lot at stake. Whether the profit 
from this trend goes to you or the hardware 
store depends on you. And you are fighting in a 
good cause, too. Women are happier being femi- 
nine, charming—and wearing diamonds. S&@&& 
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RJA CHICAGO CONVENTION 
(from page 65) 


School of Retailing reuniting for an old-fash- 
ioned “bull session” to discuss the results of 
their school days. Grant Conner, director emeri- 
tus of the school, is chairman of the alumni get- 
together. 

The Morrison Hotel will pay its compliments 
to conventioneers at a cocktail reception Tues- 
day evening in the Cotillion Room. An hour later 
at 8 o'clock the “Night in Switzerland” begins. 

And what a night it promises to be! A Swiss- 
French menu—made doubly delectable by bottles 
of Swiss wine at each table—will be served in 
Alpine splendor. Young Swiss-costumed maidens 
will greet visitors at the door. 

Highlight of the banquet, which will be held 
in the Terrace casino, will be the picking of a 
lucky retail jeweler and his wife for a two-week 
all-expense-paid vacation for two in Switzerland, 
compliments of The Watchmakers of Switzer- 
land. Other door prizes include a Swiss watch, 
camera and typewriter. 

Leading the entertainment at the banquet 
will be a 15-piece orchestra, the Duo Wicki sing- 
ing and yodeling team and the Edelweiss Singers, 
a yodeling and flag-throwing group. (Flag-throw- 


ing, a confidant tells us, is getting to be a lost 
art.) 

Back to business at 10 a.m. the next morning 
(Wednesday, July 22) and the third general 
session. An advertising forum will cover store 
and window display, and the major aspects of 
newspaper, radio, TV and direct mail advertising. 
Hugo Kofmehl, Charles Telchin, Milton Paule and 
Sanford Milter will lead the forum. 

Wednesday afternoon is set aside for the 
ladies. A fashion show will be held at 2. Again, 
compliments of the Morrison Hotel. 

Thursday, July 23rd, is yours to browse among 
the exhibits and select the merchandise you think 
will help make this Christmas the biggest ever. 

See you at the show. 


oo00000h ! a | 





To get your copy of "How To Sell 
Diamonds," send $1.00 check or 
money order to JEWELERS’ CIR- 
CULAR - KEYSTONE, Chestnut & 
56th Sts., Philadelphia 39, Pa. 

















Over 35 Years of Service to Leading Jewelers 





| Fa P recious Sis 





Rubies, Star Rubies 
Sapphires, Star Sapphires 
Emeralds, Catseyes . . . 
Loose or in Platinum 
Diamond Mountings 


of Exclusive Design ... 


VAY ELA Vb SO12, Vig 





O10 LIPTI AVENUE 


Nerv Yon 
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MORE PROFITS FROM REPAIR DEPARTMENT 
(from page 63) 

that the rear of the store is the best place for the 
department. Three reasons are given for this: 

1. Additional traffic, created by the depart- 
ment, must traverse the full length of the 
store. 

. Distractions and dust interference from 
the open door are eliminated. Craftsmen 
can do more and better work. 

3. Material cabinets, washing machines, tim- 
ing devices, etc., can be placed in a back- 
ground corner where they will be out of 
the way and still accessible to the watch- 
makers. 

A specially designed repair desk adds tone and 
prestige to the store as well as to the department. 
But a showcase or counter will serve the purpose 
satisfactorily, if it has drawers for keeping re- 
pair envelopes, claim checks, the record book, 
etc., close at hand. A neatly lettered sign with the 
words “SERVICE DEPARTMENT”... or a 
small neon unit... hanging over the desk, show- 
case or counter will identify the department and 
bring customers back to it. 

The watchmakers, themselves, can work at 
benches to the rear of the desk. Needless to 
say, adequate illumination and ventilation are 


necessary if the men are to do quality repair 
work. 


Price of Equipment 

Since a mechanic is only as good as his tools* 
it is obvious that proper equipment is most es- 
sential. A well-designed bench and stool, a good 
lathe, washing machine, staking tool* and timing 
mechanism are indispensable. A device for wind- 
ing watches will also be helpful. All of these are 
available from wholesalers and watch material 
supply houses. 

To furnish a watch repair department with 
new equipment requires a minimum investment 
of about $425. That sum would supply the fol- 
lowing: 


— $112.00 
Adjustable stool 29 50) 

175.00 
Washing machine** 





$426.50 


Beyond that, additional equipment is wanted by 


*Almost all watchmakers own their own tools. Hence these items need 
not be considered for purchasing by jewelers. 

**It is also possible to purchase a heavy-duty machine costing $138 or 
an automatic unit selling for $395. 











Originally established 1866 


Kahn- Jacobson, |nc. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. 
and 
Jacobson Bros. Diamond Corp. 


Telephone: ClIrcle 56-4313 
82/34 Holborn Viaduct, London 
Cable Address: ““Redlace’”’ New York 
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most mechanics. An ultrasonic cleaning device 
for use with the washing machine will cost in 
the neighborhood of $300. A timing machine— 
every repair department should have one—re- 
quires an outlay of $500 to $700. And buying a 
winding machine will add another $15 to $65. 
Thus, a one-man repair department complete- 
ly equipped with new machines, tools, bench, 
stool, ete., represents an outlay close to $1500. 
The washing machine and timing mechanism can 
serve two or even three mechanics. Hence, the 
only additional expense incurred in setting up a 
larger department would be about $350 more per 
man. Obviously, a considerable saving can be 
effected if good used equipment can be secured. 
Since material cabinets are frequently obtain- 
able from jobbers on special deal arrangements, 
when materials are purchased, no consideration 
is given to them here. However, the general sub- 
ject of what materials to stock will be discussed 
briefly at a later point in the article. as 





Next Month: How many watches should a 
competent mechanic be able to overhaul in 
an eight-hour day? What compensation 
plans are most likely to result in more 
and better work? How much should the 
service department gross in a week, com- 
pared to its labor costs? 
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Handsome new Weisfield’s, Inc., headquarters 
store occupies an entire semi-triangular block in 
the center of downtown Seattle. Constructed of 
red brick and dark green marble, with large glass 
entrance and display windows, the three-story, 
split-level building is a pleasing contrast to the 
light stone exteriors of its neighbors — among 
them Best, I. Magnin, The Bon Marche. 

Weisfield’s began business 40 years ago as a 
6’ x 10’ watch repair shop. Its effective slogan: 
“If Sam Weisfield Can’t Repair Your Watch, 
Throw It Away!” 

Today the firm owns 28 stores on the West 
Coast; claims to be the first jewelers in the nation 
to offer credit and the first to have its own dia- 
mond plant (in Amsterdam, Holland). Leo Weis- 
field is president. 





imely lreaSure.. 


uergens \ndersen Lo We 


Never again need you 
lose a sale because you lack 
just the perfect piece for your 
customer. For in the Juergens 
& Andersen Dealer Gift 
Book your customer can 
choose from over a million 
dollars worth of precious gem 
jewelry stock. It’s just as if 
you had it in your vault—at no 
cost! Write for your free copy 
today—and remember— 
Since 1854 J&A has meant 
the finest! 


ay, * . 


ORIGINATORS 
AND SOLE 
DISTRIBUTORS 
OF THE 


Cdd-a-head 
NECKLACE — 


GENUINE 
ORIENTAL 


55 EAST WASHINGTON STREET, CHICAGO 2, ILLINOIS 
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PRICE TAGS 
9379 1000 


WITH SCRIBER 


A BETTER TAG! 


e Easy to attach! 
e Once on — stays on! 


e Scribes quickly — legibly. 


FREE SAMPLES ON REQUEST 


ORDERS SHIPPED PROMPTLY ON OPEN ACCOUNT 


io wceeR, 


ee wer a aes me. 


43 SOUTH FIRST STREET . FULTON, NEW YORK 


STOP 

losing sales on 

a high-profit item! 
START 


making 
money on 


Why pass up stopwatch cus- 
tomers...stopwatch profits... 
when Clebar can furnish you 
with a complete line of super: 
accurate instruments for every 
precision timing need. 
Stopwatch of 
Split-Second Accuracy 
AIL COUPON BELOW TO (MM at 
CLEBAR WATCH COMPANY, 15 W. 44th St., N. Y. 36 


FREE Rush full information, catalog and wholesale price list. 
No obligation, of course. 


Name 





Address 





City. Jone State 





LDEAS 


THAT PAY 


We pay $4 for each item used in this new 
JC-K feature, “Ideas That Pay’; $6 if ac- 
companied by a sharp, usable photograph. 
Let us hear from you! Address “Ideas That 
Pay,’ Jewelers’ Circular-Keystone, 56th and 
Chestnut Sts., Philadelphia 39, Pa. (All items 
submitted become the property of JC-K and 
cannot be returned.) 


@ Timely Window Features “Elegance”: 
Among the first to jump on the “return to 
elegance” bandwagon is New York’s Black, 
Starr & Gorham. This window, one of two 
facing Fifth Avenue, displayed accessories for 
gracious entertaining. Proof of its effective- 
ness? It not only sold table accessories—but 
within a few days after the window appeared, 
Brentano’s book store in the same block sold 
all its copies of the cook book Gastronomique 
which was used as a prop! 


@ Invitation to Browse: In an attempt to 
counteract public timidity toward jewelry 
stores, Krauss Jewelers of Ambridge, Pa., ran 
a series of good will ads. 

“Are You Afraid to Browse?” was the title 
of one such ad. Says the copy, in part: “We 
know men who are afraid of nothing... Well, 
almost nothing. They would climb an Alp or 
sleep in a cemetery. But nothing would induce 
them to go browsing in a jewelry store... . 

“Well, we can’t altogether blame them. The 
man who says ‘I’m just looking, thanks’ is 
apt to get looked at rather strangely in some 
places. For it is commonly assumed that every 
man who goes into a jewelry store wants to 
buy something immediately. 

“Maybe he does and maybe he doesn’t... . 
Here at Krauss Jewelers we encourage brows- 
ing. When you come into our store a salesman 
comes up to you and says ‘Good morning.’ If 
you want to browse, just do so. You won’t 
hurt his feelings. ... 

“Come in and browse sometime!” 
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@ Small Trays for Rings: Diamond rings, 
wedding rings and mountings are displayed in 
8 x 6 inch, lidded trays, at Argenzio Brothers, 
Denver. These shallow boxes, designed by 
Victor and Joseph Argenzio to hold 12 rings 
or mountings each, “have done much to sim- 
plify our diamond merchandising operations.” 

Small boxes are easy to handle on counter 
top or in the diamond room. They speed up a 
customer’s final choice—12 rings, all in one 
price range, are less confusing to pick from 
than a tray of 36 to 80 rings in various prices. 

Lined in gray leatherette, the trays make an 
eye-catching display in the diamond case. And, 
snapped shut, it’s no job to put them away at 
the end of the day. “It used to be a big job 
to unload the large trays, section by section, 
and carry them to the safe.” 


@ Signs Boost Repair Business: Odd-shaped 
colored signs posted on a 12-foot peg board, 
have stimulated repair volume at the Arthur 
A. Everts Co., Dallas. 

Lettering on each sign suggests a different 
service: Silver Plating; Awards, Trophies and 
Plaques Made to Your Specifications; Ring 
Sizing; Watch Dials Refinished; New Watch 
Band? ... Forty different services are sug- 
gested, many not normally found in a jewelry 
store. 

Cut from bright-colored artboard, the signs 
contrast with the polished dark hardwood of 
the display cases; attract everyone’s atten- 
tion. And they are bringing results. Everts 
showed an immediate increase in each service 
posted. Customers hadn’t known these services 
were available. 
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Distinctive Coie 
in ine 


14 Kt. and 18 Kt. Gold 
Jewelry 


f 


Clips, Ear Clips 


Bracelets, Charms 


“Schuler” Patent 
Ear Clip Backs 


Preformed Parts. Ine. 
ASSOCIATED WITH GEO. SCHULER & CoO., INC 


920 Bedtord Road. Pleasantville. N.Y. 


SALES OFFICE: 515 MADISON AVE., NEW YORK 22, N. Y. 








, S Complete Manufacturing 


JEWELRY REPAIR HEADQUARTERS 
FOR ALL AMERICA 


ag 


and Repat Facilities 


Quality Work manship 
and Prompt Service 


DIAMOND SETTING @ HAND ENGRAVING 
RING SIZING @ SHANKS @ BEZELS @ TOPS @ PRONGS 
DESIGNS FOR SPECIAL ORDER WORK 
PRECIOUS AND SEMI-PRECIOUS STONES 
DIAMONDS, ALL SIZES 
LAPIDARY WORK @ ENAMELING 
RHODIUM AND GOLD PLATING 
Manufacturers of WRIST WATCH CASE LUGS 
Stone Rings 
Mountings and Wedding Rings 
Emblem Rings, Buttons, Charms 
Antique Diamond Ring Reproductions 
Makers of 
Fine Leather Wrist Watch Straps 
Jobbers for 
Gemex « Duchess 
LeStage « CeeTee 
Deltah + Sea Gem 
Automade 


A. SAUER & COMPANY, Inc. 
329 East 8th Street, Cincinnati 2, Ohio 

















House Beautitul 
‘Opens the Door 
for Crane's Fine Papers 


Writes Mr. Stephen Clarke, Advertising Director Now is the time to sell House Beautiful’s highly selective audi- 
of Crane & Co. ence of 730,000 better-income families (Average: $15,715). 
“Year in and year out for over a quarter of a In themselves, these families are an incredibly responsive mar- 
century House Beautiful has been a mainspring ket. But they also represent leader influence—the kind of 
in Crane's advertising program. influence that sets taste trends and buying attitudes for the 


“Throughout this time House Beautiful has rest of the country. 
opened the door to all markets for our fine Can your products use this taste-leader vitality that produces 


papers. We have discovered House Beautiful sales at once—and once sold, influences millions. 
reaches customers in volume who are in our pre- 


bridal market, our bridal market, our after mar- 
riage market, and our gift-giving market. In fact, Sells Both Sides of the Counter 
House Beautiful sends customers into Crane’s 


top franchise stores for every purpose that fine « 
papers are used. And, as added testimony to ; 

House Beautiful’s ability to adapt to the chang- ONMSE AU i} 
ing market conditions, today this magazine is a / 


producing results equally as gratifying as the day 
we first began our advertising campaign.” A HEARST KEY MAGAZINE. 572 MADISON AVENUE, NEW YORK, N.Y. 
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Table Top Fashions 


Rich colors with gold appear in “Dresden 


Flowers” pattern on Louis XV shape in Franco- 


nia Bavarian china; 5-pe. setting retails at $13. 


From Herman C. Kupper, Inc., New York. 
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“Gray Coral” pattern in Spode bone china has 
border of gray Chinese sea weed with platinum 
edge; 5-pe. setting $24.40 retail. Carried in stock 
by Copeland & Thompson, Inc., New York. 


“Cockatoo” figure modeled in pure white bone 
china from England is in two heights—9” size 
to retail at $32.50, and 13” size to retail at $45. 
From Berton House, Ltd., of New York. 
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RUNNING A 
SUCCESSFUL 
SALE 

IS AN ART 


by Manny 
Silverman 


WE HAVE POSITIVE PROOF THAT 


There are areas where a flat sale will be 
unproductive; BUT! AN AUCTION SALE 
WILL BE HIGHLY SUCCESSFUL! 


We were recently called to Detroit to conduct a 
sale in a neighborhood area for Louis Cooper (Jay 
Win Jewelers). A flat sale had already been con- 
ducted by a local sales conductor, and was com- 
pletely non-productive. We explained to Mr. Cooper, 
that we would never have accepted his store for a 
flat sale. Our experience and analysis tells us that the 
only sale that had a hope of success in his area was 
an auction sale. 


The area where this store is located is in a disaster- 
ously depressed state. Half the stores are empty and 
most of the others are either going out of business, 
or moving. 


WE CONDUCTED A THREE WEEK AUCTION 
SALE AND DID MORE VOLUME THAN THE STORE 
HAD PREVIOUSLY DONE IN A YEAR, AND IT 
WAS VOLUME WITH A PROFIT. INSTEAD OF 
TAKING 40 OR 50¢ ON THE DOLLAR, MR. 
COOPER WAS LEFT WITH BETTER THAN $ FOR $ 
AFTER ALL EXPENSES INCLUDING OUR COM.- 
MISSION. 


We were immediately beseeched with calls from a 
score or more jewelers in similiar areas who heard 
of our almost miraculous success. 


One of these was Conrad Sikora in the Hamtramck 
section of Detroit. 


Again empty stores, unemployment, almost disaster 
conditions. Yet the results of this auction are even 
more fabulous. 


Let us make an analysis of your store, in your area, 
under your conditions. Our analysis is free. We will 
recommend the sale our experience and know how 
tells us is best for you. 


WRITE! WIRE! CALL COLLECT! 


SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: Plaza 7-4692-3 











New from... 


lets your customers 
decorate like this: » 


New add-a-part crystal “TABLE CHARMS” 


See how neatly it works, how easy 
it is to display. This new crystal sells 
itself because it makes good decorat- 
ing sense...and, as you know, women 
buy good decorating ideas fast. 


The basic Table Charms set is a 
Fostoria trindle candle arm, a peg 
vase and a flora candle. 


But that’s just the beginning. The 


100 


“‘add-a-part’’ feature means sale after 
sale, because one combination sug- 
gests more and bigger arrangements. 
(See above for a few examples. ) 


It’s working this way in stores that 
have add-a-part Table Charms. Ask 
your Fostoria representative about 
this new source of business... 
or write directly. Fostoria Glass 
Company, Moundsville, W. Virginia. 


(Kescone 


Displays are easy. This one is just a 
trindle candle arm, a flora candle, and a 
peg vase... the 3 Table Charms. 


This Table Charms arrangement uses a 
regular Fostoria candle holder for the peg 
vase. You can suggest others. 


Some users keep on adding parts (they 
all fit together), make arrangements the 
length of a sideboard. 
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Table Top Fashions 


I thought the "1 believe 


it is supposed 


price Was $1.89 to be $1.98 


S-O-T'- >. Vv 





_ 


This is the “Kent” design in hand-blown crystal 
stemware with slightly flared bowl and _ button 
stem; each piece, $3.25 retail. By Fostoria Glass 


Co., Moundsville, W. Va. 








Isn't this 
EMBARRASSING!!! 


—And if it happens in your store, you lose 
your customer’s confidence and possibly her 
future patronage . . . blows to your profit. 

Save yourself this trouble by using the 
Monarch Price Marking System. 


“Golden Laurel” pattern in Furstenberg china 
from Bavaria displays wreath in gold at shoulder; 
5-pe. setting retails at $16. From Ebeling & Reuss 
Co., of Philadelphia. 


MONARCH 
JUNIOR 


price-marking 


STORE NAME machine 


) BS 216 








Monarch Junior 
price-marking machine 


~=====2 Fill out and mail coupon for information. ««««««- 


Wa rat MONARCH marxine system co. 


216 South Torrence St. © Dayton 3, Ohio 


Please send illustrated folder on Monarch Junior price-marking 
machine; also sample Monarch Tickets, Tags and Labels. 


NAME 








New “Marcella” design in Italian earthenware 
painted by hand in blue-gray, yellow, and orange; 
D-pe. setting retails at $7.95. From Fisher, Bruce 
& Co., of Philadelphia. a ee eae ore 


STOPE NAME 





ADDRESS 
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COMING YOUR WAY! 


another profit-packed 
“Carefree” promotion to 
help you beat your quota! 


Syracuse continues to move ahead with 
“Carefree”, aristocrat of casual china. 


From October 5th through October 17th, the 
BIG FALL FESTIVAL SALE offers another 
golden opportunity to cash in on a promotion 
that promises to be even more successful than 
last year’s. 

Once again you can offer your customers 
exciting savings on the popular “Carefree” 
line...and, at the same time build the volume 
that means greater profit for you. 





Your Syracuse salesmen will bring you full 
details. Or write: Syracuse China Corporation, 
Syracuse 1, New York. 


ALL-PURPOSE TRUE CHINA BY) CVRACUSE 


SPECIAL NOTICE TO NEW YORK MARKET WEEK VISITORS 
Full information will be available to you in our New York 
Showrooms : 551 Fifth Avenue (Murray Hill 2-2415) or write: 
Carefree Promotion, Syracuse China, Syracuse 1, New York. 
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Table Top Fashions 


CASH for Your 


Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling 
patterns—any quantity, large or small— 
active, inactive, obsolete, mew or used. 


Send shioment for immediate offer. Our 
check covering payment in full mailed same 
day. Silver will be held intact awaiting your 
acceptance or rejection. 


We are also interested in cooperating 
with jewelers who receive calls for older 
sterling patterns that are no longer avail- 


able. 


Will also buy diamonds—any size and 
quality—as well as antique and modern 


A delicate tracery of a rose in full bloom is this : 
‘ jowe ry. 


new “Damask Rose” pattern in Royal Doulton 
earthenware; 5-pc. setting retails at $6.95. From 


Doulton & Co.. Inc... New York. 


Reference: Dun and Bradstreet 
The First National Bank of Memphis 


Julius Goodman 


& Son 


Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 




















SELL MORE 
GIFT ITEMS 


Group of two plain and two cut vases in crystal 
from Germany comes packed in a single gift box 
to be retailed at $9.95 per unit. Distributed by 
Schmetzer, Inc., of New York. 


You can RENT a 


Write for details KINGSLEY for 21¢ a day 


“Portman Oak” pattern in English bone china 
is done in shades from black to taupe with gilded i G S | t y Yy 2, 


acorns; 5-pce. setting retails for $35. From Royal 


Crown Derby, Inc., of New York. 850 Cahuenga + Hollywood 38, California 
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BATTERN 


- CHOICE 
- ACROSS 
. THE 


COUNTRY! 


Doulton has a way with brides! And The Second | 
Annual “Top Ten Patterns’? Survey conducted 
by Crockery and Glass Journal proves it! The 
results: Royal Doulton’s Coronet won first place— 
Tiara tied for fourth and Thistledown for seventh. 

Again, three bone china patterns by Royal 

Doulton have been voted among the ten most 

popular china patterns with brides—as voted by 
Bridal Registrars in the finest stores across the 
country. [The only English china voted to the 
top ten! 

Additional Royal Doulton patterns 
mentioned by many stores in this survey were: 

CO RON ET Adrian, Millefleur, and Rondo. 

You, too, can profit by this bridal 
market survey among these best sellers 

. check your inventory now and write 
Doulton and Company, Inc., 11 East 


Royal aon 26th Street, New York 10. 
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Table Top Fashions DELIVERY 


ade 


THE PV FINE ENGLISH 


DINNERWARE 


It’s prompt on ai! orders, but 
in emergencies (even specials) 
it’s just short of miraculous! 


“Hopscotch” design in mustard and turquoise 
on “Contempri” shape designed by Paul McCobb 
in casual china; 16-pc. set retails at $19.95. Sold 
through Jackson Internationale, New York. 


s COPELAND & THOMPSON, IN‘ 





“Sherwood” pattern in richly cut crystal from 
Webb Corbett, in England—full stemware and ac- 
cessories; goblet may be retailed for $5. From 


Camden Hall, Inc., of New York. 





FRANCONIA CHINA 


One of Europe’s Finest 


Presents: “DELPHINE" 
Nationally Advertised in “SEVENTEEN’—September 1959 issue 


A lovely halo of Forget-me-nots and leaves accented with fleurette 

clusters in a delicate two-tone blending of Delphinium Blue on pure 

white translucent porcelain in the exquisite Louis XV shape deftly 
Accessories in multi-colored, white and brown banded with Platinum. 5-pc. Place Setting with 1034" dinner plate: 

tiles designed by Georges Briard, retailing from $13.00 Retail (slightly higher South & West). 

$3.50 to $10. By Glass Guild and sold through 

; ao 
M. Wille, Inc., New York. HERMAN C. KUPPER, INC. 


39 West 23rd Street, New York 10, N. Y. 
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New all-purpose 


place size knives and forks in 


Gotham all-time favorite designs 





ie 1895, 
pie most POP 
re desig": 


Thee Li 


Amer! 
flatw? 


BUTTERCUP 


since 1900, 
s design 


: es ; 
a timel ylarity- 


, - ?) 
increasing in pop 


WHAT THIS MEANS TO YOU AND YOUR CUSTOMERS: 


1. The new, heavier weight, all-purpose place sizes 
are correct for every dining occasion—from simple 
meal to elaborate banc uet ! 


2. The new, heavier weight, all-purpose place sizes 
offer you new selling features with which you can 
build extra sales! 


3. The design detail of the new, heavier weight, all- 


HOW TO IDENTIFY THE NEW PLACE SIZES: 
Identification will be simple even when other sizes are 
not available for comparison, for each knife and fork 
will carry the shield shown in the photograph above 
stamped on: 

1. the underside of the blade of the knife 

2. the back of the fork 

3. the “poly” bags (together with the word “‘place’’) 
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purpose place knives and forks give the pieces a 
tailored elegance! 

4. The new, heavier weight, all-purpose place knives 
and forks will be featured in all Gorham’s national 
advertising, newspaper mats, price lists and mailing 
pieces after June 30th, 1959! 


5. All three popular patterns will offer a heavy weight 


teaspoon at no extra cost! 
SPREADING THE GOOD NEWS: 9)" 
New newspaper mat ads—one for ¢ . {| = Ss 
each pattern plus a mat ad combining if \ \ <2 
all three. Each new mat ad will stress “=~ {7 
the long-lived popularity of these 
famous Gorham patterns and introduce the heavier 
weight, all-purpose place knives and forks. Take ad- 
vantage of these promotional aids—order yours today! 
Gorham’s new price book sheets, revised all pattern 
folders and new Guild price cards for these three. pat- 
terns have already been sent to you. 


THE TIME IS NOW! 


We started to ship the new sizes on June 15th. After 
June 30th all orders for place knives and forks in 
Chantilly, Strasbourg and Buttercup will be filled 
with the new place sizes unless you specify otherwise. 


Please note that place size luncheon and 
place size large knives and forks will still 
be available for immediate shipments. 
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The items shown above are approximately 2/3 actual size. 


THE GORHAM COMPANY, PROVIDENCE 7, RHODE ISLAND 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1959 107 















Dinnerware, 
Glassware 


& Gifts 


by MADELINE LOVE 


PAT ON THE BACK went to china, glass and 
silver manufacturers at a recent National 
Home Fashions League luncheon in New 

York. The speaker was Eugene Gilbert, head of 
the Eugene Gilbert Youth Surveys, whose subject 
was “The New Young ‘Young-Married’ Market.” 

Tableware manufacturers do the best job of 
any home furnishings industry in recognizing the 
importance of teen-agers, he said. “They go right 
to the schools and to other groups of young folks 
to foster an early interest in quality and good 
design. Girls mature at a younger age,” he 
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pointed out, “and make their choices earlier than 
at any time in recent history. Those home fur- 
nishings manufacturers who do not appreciate 
this will surely lose out on the coming market.” 

Eighteen is the peak year for brides in this 
country, Mr. Gilbert told the League. All surveys 
indicate, he said, that the vast majority of wed- 
dings take place when the brides are 17 to 24 
years of age. 

A visiting Englishman who has just completed 
a tour of the United States, endorsed the Gilbert 
findings. Prof. Robert Baker of the Royal College 
of Art in London, design consultant for Royal 
Worcester china, says English girls marry ata 
considerably later age; but he believes that the 
largest potential market for fine tableware in this 
country lies in our great numbers of youthful 
brides. 

Most successful jewelers know this and act 
accordingly. Some, however, neglect to go out 
after this market on their own; nor do they 
follow through on efforts of tableware manufac- 
turers to interest teen-agers in fine wares. 

We hope you belong to the first group. 


W ILLIAM SALISBURY of the Syracuse China 
Corp. was elected president of the American 
Fine China Guild at its recent meeting in San 














Francisco. He succeeds Thomas W. Hogan of the 
Flintridge China Co. Other officers chosen were 
John Starr of Gladding, McBean & Co., vice pres- 
ident; and Robert J. Sullivan of Lenox, Inc., 
treasurer. 


HIS THREE-DIMENSIONAL WINDOW-COUNTER dis- 
play unit is part of a promotion package de- 
veloped by Lenox, Inc., to focus attention on its 
new “Sculpture” shape at the point of sale. An- 
nouncement newspaper mats, publicity releases 
including glossy prints of table settings, and color 


pattern leaflets are sent at no charge to Lenox 
dealers carrying the patterns. Additional sales 
aids, including radio scripts and mounted counter 
cards, are available to dealers. 


R. CHARLES MALIK, president of the U. N. Gen- 

eral Assembly and former chairman of the 
Lebanon delegation, spoke at the dinner given 
May 22 at the. Sheraton-East Hotel, New York, 
by the Wedgwood Society of New York. The din- 
ner celebrated the 200th anniversary of the found- 
ing by Josiah Wedgwood of the famous English 
pottery that bears his name. It highlighted a 
three-day anniversary celebration at Josiah 
Wedgwood & Sons, Inc., attended by Wedgwood 
collectors from all over the country. Dr. Malik 
has for many years been a collector of rare Wedg- 
wood. 

Hensleigh C. Wedgwood, president of the 
American branch, spoke at both the dinner and 
the anniversary celebration. Among others on 
the program were: C. C. Dautermann, curator of 
Post-Renaissance Art at the Metropolitan Mu- 
seum of Art, and Marvin D. Schwartz, curator 
of Decorative Arts at the Brooklyn Museum. 


OM GEARY, former china and glass buyer at 
Barker Bros., Los Angeles, has been made 
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With speedy jet service a phenomenal reality, the Chicago 
Gift Show is the most accessible gift market in the nation. 


WHETHER YOU JET THERE OR GET THERE BY ANY 


North, East, South or West, you are less than four hours OTHER CONVENIENT MEANS. YOU'LL FIND 11 


from America’s finest Gift Market. 


REWARDING TO BE AT THE 


Like air travel, the Chicago Gift Show is right up to the # = i . f\ G O 


minute... featuring 


* Imported and domestic merchandise from 28 countries 


* An added 6th floor of exhibit space at the La Salle 
* Largest display of Glass and Dinnerware 


* 2 Shopping Sundays 
* More than 1000 lines 


AND 





Discovery Room at the La Salle 


SHOW HOURS 


Sunday, Aug. 2 Nocn to 6 P.M. 
Mon. thru Fri., Aug. 3-7 9 A.M. to 6 P.M. 
Saturday, Aug. 8 Closed 
Sunday, Aug. 9 Noon to 6 P.M. 
Mon. thru Wed., Aug. 10-12 9 A.M. to 6. P.M. 
Thursday, Aug. 13 9 A.M. to Noon 


* Dinner Dance and Bingo Party 


* A galaxy of exciting first-time showings in the ae wus 
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Directed by: EASTERN MANUFACTURERS AND IMPORTERS EXHIBIT, INC 


220 Fifth Avenue, New York 1, N. Y 


S. S. Sarna, President « Jack Orenstein, Vice President 
William E. Little, Managing Director 








GIFT SHOW 
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DINNERWARE, GLASSWARE & GIFTS 


(concluded) 


sales representative in Southern California and 
Arizona for Herman C. Kupper, Inc., china im- 
port house. He succeeds Bo Kingsmore who re- 
cently died. Mr. Geary will make his headquar- 
ters in Giendora, Calif. 


f Meow COORDINATED TABLE SETTING uses the new 

“Avanti!” design in sterling by the Celsa 
Corp. of America, with the “Capri” pattern in 
Royal Albert bone china and crystal stemware 
from Val St. Lambert. The “look-through” han- 





When you're in New York 
for the exciting 

China & Glass Market Week, 
July 6-10, 

be sure to see the 

superb collection of 

Coalport & Royal Cauldon 
English Bone China 

and 

Webb Corbett English Crystal 
at the beautiful 


Camden Hall showrooms 








COALPORT — the 


d.es of the si.ver allow the dark color of the linen 
to shew and thus btecome an integral part of the 
design. China and glassware are from Jackson 
Internationale, New York. 


LEC M. TURNER, general manager of the Lib- 

bey division of the Owens-Illinois Glass Co.., 
heads a newly-created corporate planning depart- 
ment of Owens-Illinois. George B. Skinta, gen- 
eral sales manager, replaces Mr. Turner as gen- 
eral manager. He is succeeded by Ted H. 
Harbaugh, former sales research manager. 


fy EWkY-eLacrED PRESIDENT of Registered Cali- 

fornia, Inc., is Lee McKenzie, of Florence 
Ceramics. Jay Gustin is vice president and Max 
Schonfeld, secretary-treasurer. Mr. Schonfeld, in 
oilice since 1945, was presented an inscribed 
plaque in gratitude for his services. 


OBERT CRAIG, designer of furniture and acces- 
sories, has been appointed showroom man- 
ager and style coordinator for the newly-formed 
firm of George Cooper Contemporary Home Fur- 
nishings, Inc. Mr. Craig designed and set up the 
firm’s showrooms in the Prince George Hotel, 
New York. 


Pa igen, 


COALPORT 
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Itimate ir ne English bone chin: 
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, } 4 ’ . . : ; 
1 English crystal in inspired 


ALPORT IENEVA PATTERN, $§ PIECE PLACE 
ORBETT- LEONORI RN, GOBLET $5. EACH 


TERYWHERE. WRIT a O} ae © TRATED BROCHURES 


)WEST 23RD STREET, NEW YORK 10, N. ¥ 
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Briefly 


SOME 5000 WATCHMAKERS WILL VOTE ON UNIFICATION of the Horological Institute of Amer- 


ica and the United Horological Association of America into one national 
organization, to be called American Watchmakers Institute. A referendum 
sent in June is due back this month. To be a valid vote, a 25 per cent 
return is mandatory; two-thirds of the valid return must vote "yes" to the 
merger. HIA has 3800 members, some of them in affiliated guilds; UHAA has 


1200. 


IF THE NEW INSTITUTE IS VOTED INTO EXISTENCE, an interim board of directors 
will be set up from both HIA and UHAA memberships. These would work to 
iron out details, hopefully in time for a first combined meeting in 1960. 


IF WATCHMAKERS VOTE "NO," BOTH HIA AND UHAA SAY they will continue to 
carry out programs of their individual organizations. Says UHAA President 
Norman Luth: "Watchmakers are voting on the most vital issue they have 
faced in years. It is up to them to decide whether they will support 

a new organization." 








RETAILERS ARE PREDICTING--CAUTIOUSLY=--A STRONG 1959 SECOND HALF. Polls of re- 


tailers by the Wall Street Journal, National Retail Merchants Association 
and the government=-sponsored National Industrial Conference Board all point 
to a 5-7 per cent jump in last-half 1959 sales over the like '58 period. 
Most retailers also predict a jump in net profits. 


BUT RETAILERS SAY A LONG STEEL STRIKE COULD UPSET THIS TREND. Many are 
building up Fall-Christmas stocks slowly, do not want to take the chance 
of over-sSupply. 

THE NRMA SURVEY, OF ALL CATEGORIES OF RETAILERS, FOUND THESE CREDIT FACTS: 


99 per cent of the stores offer 30-day charge accounts; 80 per cent offer 
revolving credit; 54 per cent say they now have charge accounts for teen- 


agers. 








SALES OF DIAMONDS IN 1959 WILL BE “SUBSTANTIALLY HIGHER" than in 1958, according 


A MAJOR 


to Harry Oppenheimer, chairman of DeBeers Consolidated Mines, Ltd. In his 
Statement with the annual DeBeers report, Oppenheimer noted 1958 sales 

by DeBeers’ Central Selling Organization were £65.5 million, £49.4 million 
of them in gem stones. "It appears probable that sales in 1959 will be 
Substantially higher," he said, "taking all facts into consideration." 


DeBEERS WILL SOON MARKET AN IMPROVED NEW INDUSTRIAL DIAMOND GRIT, Specially 
prepared for reSinoid bonded wheels. Tests started by DeBeers after G. E. 
had produced synthetic stones "have shown that natural diamond grit is 
greatly superior to the synthetic product ... ," Oppenheimer reports. 


"THE U. S. CONTINUES TO CONSUME THE GREATER PART OF ALL DIAMONDS we sell," 
Oppenheimer notes, "but there has been a tendency lately for the proportion 
consumed in other countries to increase." He said DeBeers "will continue 

to spend substantial sums .. . on publicity for gem diamonds." 








CAMPAIGN TO BLOCK TARIFF CUTS ON JEWELRY has been launched by the 
Manufacturing Jewelers & Silversmiths of America. Group will gather data 
for three specific areas of manufacturing (non-gold or platinum jewelry, 
watch attachments, machine chain), will use these as examples of the hard- 
Ship facing or threatening other industry segments. 

FIGURES WILL BE PRESENTED TO CONGRESS, U. S. TARIFF COMMISSION, Federal 
Trade Commission, several other government agencies. Association hopes to 


Show government that jewelry tariffs already endanger the industry, should 
not be dropped lower (unofficial rumor is that tariffs might be lowered 


soon). 
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Vibrograf is a product of The Universal Escapement 
Ltd., La Chaux-de-Fonds, Switzerland, manufacturers 
of the world-famous incabloc 
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VS-39 
vibrograf 


The world’s 
most advanced 
watch and 
clock timing 
machine. Cer- 
tified the most 
accurate pre- 
cision instru- 
mentin its field 
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The simplest, fastest and most economical machine to operate 


The most versatile microphone for every application 
The one machine with unfailing accuracy under all conditions 


Vibrograf is used in the finest schools of watchmaking and 
used as an example in the great textbooks of horology 


Eight out of ten watches you repair or sell were made and timed on Vibrog 
Nation-wide sales and service—unconditionally guaranteed 
Mail this coupon today 


Vibrograf Corporation, 730 Fifth Avenue, New York 19, N. Y. 


[_] Arrange a demonstration at my work bench [] Please send additional information 


NAME 








ADDRESS 
CITY 
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ONE-STOP GUIDANCE SERVICE FOR BUSINESS AND PERSONAL TAXPAYERS is being developed 
at principal Internal Revenue Service offices. IRS Commissioner Dana Latham 
wants to reduce office-hopping for persons who come in for aid. He wants 
to permit completion of the tax mission at a single office, also wants 
to simplify returns, billings, hopes to speed refund procedure. 


JEWELRY STORES DID 8 PER CENT BETTER IN MARCH 1959 THAN LAST MARCH, says the U. 5. 
Department of Commerce. In addition, March 1959 sales were 10 per cent 
greater than February 1959 sales. Jewelers also report net profits up. 


HOME ECONOMICS TEACHERS WOULD WELCOME LECTURES TO STUDENTS BY JEWELERS on sterling 
Silver flatware, a survey by the Sterling Silversmiths of America indicates. 
Almost two-thirds of the Home Ec teachers polled said they would welcome 
the talks by local jewelers. Most said students should see and feel 
Sterling. Half would like local stores to sponsor tablesetting contests; 
a third would prefer actual field trips to jewelers’ stores. Teachers 
felt lectures would promote good “buymanship," good taste among students. 


SILVERSMITHS WILL DEVISE A BASIC TEACHING KIT, to be released for junior 
and senior high school classes nationally in September. 





U. S. CONTINUES VIGOROUSLY TO OPPOSE ANY BOOST IN GOLD PRICE. Treasury Secretary 
Anderson tells gold-mining interests that a hike in the price of gold 
would be equivalent to a devaluation of the dollar, and since cur- 
rencies of many other countries are valued in terms of the U. S. dollar, 
this would have serious repercussions. Gold ceiling is $55 an ounce. Several 
bills have been introduced to increase gold prices, permit free marketing. 


THE COST OF BORROWING MONEY WILL STAY HIGH "FOR AT LEAST 6 MONTHS," money experts 
in Washington say. Commercial banks now pay 3% per cent to Federal 
Reserve Banks; borrowing public pays much more, of course. Eisenhower 
claims stiff interest rates are necessary to discourage "“over-expansion"” on 
the part of businessmen and purchasers. Critics claim this is firing up 
inflation, not quenching it. New 3% per cent rate, set by the Federal 
Reserve Board in late May, matches the all-time tight-money high. 


SOVIET ENGINEERS ARE STUDYING DIAMOND MINING METHODS in Ghana, South Africa. The 
five engineers are interested mainly in types of equipment, names of 
equipment manufacturers, other technical aspects, to help exploitation of 
their own Siberian fields. Ghana is not getting reciprocal aid from 
Russia, however, its government makes clear. 


A BILL TO OUTLAW DESIGN PIRACY, now being considered by the Senate Judiciary Com- 
mittee, would give a manufacturer 5 years of protection against copiers 
on Silverware, jewelry, other items. Complaint has been heavy in the 
jewelry industry that cheap copies of new designs befuddle consumer, 
upset market values, make manufacturers reluctant to pioneer new designs. 


THE BILL TO GIVE TAX HELP TO SELF-EMPLOYED PERSONS was opposed by Treasury, AFL-CIO 
at Senate Finance Committee hearings; got support of doctors, lawyers, 
small businessmen's groups. Bill would allow self-employed to defer taxes 
on as much as $2500 a year up to 20 years or $50,000, if money was put aside 
for certain retirement plans. Tax would be paid after person retired, when 
he would probably be in a lower tax bracket. Treasury Secretary Anderson 
Said the bill would cost $365 million a year, would spark demands from 
others. 


HOW COMPANIES ARE DOING--Elgin National Watch Co. first-period 1959 losses were 
less than in 1958, sales totaled $5.5 million, unfilled orders are double 
what they were last year. .. . Benrus Watch Co. first-quarter losses 
dropped from a year ago, 1958 sales were $23.3 million, with current success 
noted for its new "Today" line. . .. W. A. Sheaffer Pen Co. sales increased 
8.4 per cent for the 12 months ending Feb. 28, 1959, over the previous 12 
months, with net sales of $29.3 million. 


JEWELERS’ CIRCULAR-KEYSTONE, JULY 1959 











The JEWEpN S-OrARAAA RES TONE 














Wholesalers reelect Heyne president, 
endorse fair trade, ask excise repeal 


Almost 200 jewelry wholesalers 
went to Chicago’s Edgewater 
Beach Hotel June 3-5 for the 52nd 
annual convention of the National 
Wholesale Jewelers Association, 
spent the mornings at business 
sessions, did their shopping at 
manufacturers’ hotel rooms in the 
afternoons. 

The wholesalers endorsed fair 
trade, asked members to urge their 
Senators and Representatives to 
support pending fair trade bills. 
They also voted for repeal of the 
jewelry excise tax, and urged man- 
ufacturers to adopt and maintain 
merchandising policies which will 
encourage the growth and pros- 
perity of the wholesale and retail 
segments of the industry. 

At a final session June 5 NWJA 
members reelected all top officers 
for new terms: Frank J. Heyne of 
Heyne & Groves, Inc., Toledo, 
president; E. Reynolds Butler of 
E. W. Reynolds Co., Los Angeles, 
vice-president; William H. Ficken 
of A. H. Ficken Co., Cleveland, 
vice-president; Melvin S. Cohen of 
A. Cohen & Sons Corp., New York, 
vice-president; F. Clark Bechtel of 
Joseph B. Bechtel & Co., Inc., Phil- 
adelphia, treasurer. 

Elected to the Executive Com- 
mittee, with terms expiring in 
1961: Thomas B. Blair of A. C. 
Becken Co., Chieago; Francis O. 
Ewbank of Dunn-Ewbank, Inc., 
Tampa; Charles Simon of Simon- 
Green Co., Los Angeles; Stanley 
Golub of Simon Golub & Sons, Se- 
attle; Moe Levin of SKL Co., New 
York; William P. Mahne of Wil- 
liam P. Mahne Silver Co., St. 
Louis; Cherrington L. Fisher of 
Harry Greenwold-Wallenstein 
Mayer Co., Cincinnati. 
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Thomas A. Fernley was named 
executive secretary, and R. Bruce 
Wall secretary. Both operate from 
Philadelphia. 

Fernley called members’ atten- 
tion to the six-page cover story in 
JC-K’s June issue, entitled “The 
Importance of the Wholesale 


Jeweler.”’ It was based upon inter- 
views in 228 retail jewelry stores. 

William H. Ficken and Melvin 
S. Cohen moderated two well-at- 
tended management forums. Sub- 
jects included cost control, inven- 
tory control, advertising, collection 
problems, sales meetings, sales 
control, selection, training and 
compensation of salesmen, and ef- 
fective determination of market 
potentials. 

On the second day, 11 manufac- 
turer executives spoke (see story 
which follows). 


How manufacturer, wholesaler, retailer 
can become “Tinker-to-Evers-to-Chance” 


NWJA invited 11 manufacturer 
executives to its convention to dis- 
cuss the vital question: “How can 
the manufacturer, wholesaler and 
retailer work more closely together 
to the benefit of the jewelry indus- 
try?” The significant points in 
their answers follow. 


PRESIDENT CRAIG D. MUNSON, Inter- 
national Silver Co.—‘I think the 
manufacturer, wholesaler and re- 
tailer can work more closely to- 
gether by starting with a strength- 
ening of mutual respect and faith 
for the other, based on a keener 
understanding of the fact that we 
each have our problems . . . that 
none of us are smart enough to 
completely solve. . . . The philoso- 
phy seems to prevail that the re- 
tailer can get goods from the 
wholesaler—when he has a call for 
it—and he usually can, but if he 
can’t, the wholesaler knows he can 
get it from the manufacturer. This 
method of doing business might 
have worked once, but in today’s 
competition . . . we must, as an 
industry, realize that we cannot 
rely on a pre-generated demand for 


our products. 

“It calls for the most active kind 
of combined selling effort on the 
part of the manufacturer, whole- 
saler and retailer. Effective distri- 
bution results from the collective 
advertising and promotion efforts 
of retail merchants ... reinforc- 
ing and regenerating whatever 
power of consumer interest the 
manufacturer advertising can de- 
velop.” 


PRESIDENT R. H. BERNAU, Forstner, 
Inc.—“. . . The wholesaler is the 
key, the middle man. . . . Manufac- 
turers look to him for distribution 
of their products, retailers for 
things they can sell with confidence 
and profit, and for guidance and 
advice. ... When the manufacturer 
wants to communicate with the re- 
tailer, other than through . . . ad- 
vertising ..., he looks to the whole- 
saler to deliver his message. 

“Now there are... many manu- 
facturers clamoring to have their 
message delivered, . . . so it is 
quite natural that these many mes- 
sages get garbled ... or are not 
delivered at all. 
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“In other words . . . most whole- 
salers try to serve too many mas- 
ters. The masters ... are the many 
diverse and often conflicting lines 
that the wholesalers attempt to 
carry. ... The result is spotty re- 
turn for the wholesaler on his in- 
vestment and inadequate coverage 
for the manufacturers. . . Perhaps 
the solution . .. lies in greater 
identification on the part of the 
wholesaler with a limited number 
of manufacturers. ... Salesmen 
could then do a better job with 
each of fewer lines. . . . This will 
also make possible closer coopera- 
tion and better communication be- 
tween manufacturers, wholesalers 
and retailers.” 


PRESIDENT HENRY PETERSON, F'ea- 
ture Ring Co., Inc.—“. . . a better 
understanding of what each branch 
of the industry is trying to do for 
each other. .. As a mounting man- 
ufacturer for diamonds we are 
charged with producing quality 
merchandise at the lowest possible 
price. We must create new ideas.... 
The manufacturer’s aim must be 
directed at the retail level. He must 
... produce ... dealer helps that 


THE WAY TO TEAMWORK: NWJA President Frank 
Heyne (standing, top photo) opens the discussion by 11 
manufacturer executives June 4 on the ways by which 
manufacturers, wholesalers and retailers can work to- 
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aid the retailer in his sales. 

“All of these accomplishments by 
the manufacturer go for naught if 
the wholesaler does not take advan- 
tage of them. . . . Enthusiasm of 
the wholesalers’ sales organizations 
will play a large part in building 
enthusiasm in the retailer. .. . The 
retailer is the most important link 
in our chain. . . The consumer still 
looks toward the jeweler for jew- 
elry.... It is the retailers’ respon- 
sibility to build confidence in the 
consumer—the keynote for the suc- 
cess of our industry.” 


MARKETING MANAGER R. T. WOOD- 
WARD, Clock and Timer Depart- 
ment, General Electric—‘You make 
or break your reputation by the 
Company you keep... . This is es- 
pecially true of the jewelry indus- 
try where quality is synonymous 
with success. Pre-tested styles and 
features that move easily . . . sales 
policies that serve you and your 
customers’ best interests ... adver- 
tising and sales promotion consis- 
tent with the jeweler’s quality 
store ... are the common ground 
for manufacturer, wholesaler and 
retailer to work together. ... 


“This calls for communication. 
All of us .. . need a constant flow, 
a free exchange of ideas—construc- 
tive criticism—and a pat on the 
back when it’s deserved.” 


PRESIDENT WILLIAM E. SMITH, /rons 
& Russell Co—*. . . One of the 
healthiest things that could happen 
would be a concerted effort to re- 
store our establishments and our 
products to the level of prestige 
that they occupied for centuries... . 
The most valuable item in our in- 
ventories can be the public’s belief 
that the merchandise we offer is 
superior to gifts purchased from 
the drug store, hardware store and 
dry goods store. The manufacturer, 
wholesaler and retailer can join 
in presenting this picture to the 
American public. 

“Our advertising, publicity and 
handling and presentation of what 
we have to sell can all be pointed 
toward the slogan we have coined 
for us, “Something from the jew- 
eler is always something special.” 


PRESIDENT OLOF V. ANDERSON, An- 
son, Inc.—“The wholesaler needs a 
constant flow of new products other 


gether more closely for a better jewelry industry. Speaker 
in bottom photo is R. H. Bennett, sales manager for 
Amity Leather Products Co., a panelist. Meeting was held 
at the Edgewater Beach Hotel. 
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than his so-called staple line. ... 
The wholesaler will, if the product 
is good enough, put special effort 
in placing it with larger outlets.... 
Has the wholesaler the know-how? 
I believe he has, provided the sup- 
plier goes through the effort of 
properly introducing the product 
and gives guidance in how to pro- 
mote same in... sales presenta- 
tions, newspaper mats, trade jour- 
nal advertisements and consumer 
advertising.” 


PRESIDENT MILES E. ROBERTSON, 
Oneida, Ltd. — “Sales knowledge 
and the ability to sell must be the 
thread that runs through all our 
transactions. ... How can we get 
our story before the consumer? 
... better sales education and bet- 
ter follow-thru from manufacturer 
clear down to the retail clerk... . 
Today’s system of communicating 
the full sales story has proven a 
failure in all too many instances, 
from manufacturer to manufac- 
turer’s salesman, from manufac- 
turer’s salesman to wholesale 
buyer, from wholesaler buyer to 
wholesale salesman, from wholesale 
salesman to retailer and clerk. The 
sales story just doesn’t get 
through... . 

“The solution is careful selection 
of merchandise and better selling. 
They are the keys to our problem.” 


PRESIDENT MAX JACOBY, Jacoby- 
Bender, Inc.—“Our first step is to 
reestablish the quality identity of 


the products we manufacture... . 
Our second step is to help formu- 
late an equitable and fair pricing 
policy. . . . All three, the manu- 
facturer, wholesaler and retailer, 
have been guilty of price-marking 
a product far beyond its intrinsic 
value. 

“T feel that now is the time for 
us to organize a committee consist- 
ing of manufacturers, wholesalers 
and retailers. This committee would 
be the basis for an active exchange 
of ideas on how best to solve the 
problems we face today, and which 
we shall be facing in the future.... 
We must be made aware of each 
others’ problems, limitations, and 
capacities.” 


VICE-PRESIDENT FRANK ROGERS, 
Gruen Watch Co.—“... Continuity, 
cooperation, communication. 
Probably the most important of 
these points, however, is communi- 
cation, as this is the most impor- 
tant link in the chain in transmit- 
ting the message from the supplier 
or manufacturer to the retail jew- 
eler. .. . The salesman is the ulti- 
mate transmitter of the message 
from [the wholesaler] to your re- 
tail customer, and the degree of 
strength and success with which 
he transmits this message deter- 
mines the amount of volume you 
will obtain from a given ac- 
unt..." 


VICE-PRESIDENT C. C. MENDLER, Sun- 
beam Corp.—*. The jewelry 
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SWISS SABBATICAL: These five regional directors make a pleasure stop at 
the American Bar in Geneva during their three-week tour of Switzerland and 
the Swiss watch industry. Staff members, four from the U. S. and one from 
Canada, were guests of the Swiss Federation of Watch Manufacturers on the 
familiarization trip, visited watch factories, Ebauches, S.A., horological schools, 
the Swiss Observatory, laboratories, and small towns and cities. The five, who 
returned May 12, from left: Joseph R. Liszka, Midwest; David G. Prentice, 
Canada; J. Edward Jaeckle, East; Jack G. Barker, Southwest; Robert B. 


Westover, West Coast. 
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wholesaler . . . must put aside his 
wait-and-see attitude. He must get 
his salesmen fired up to the realiza- 
tion portable electric appliances are 
important to the operation of the 
jewelry distributor’s business. .. . 
Sitting on the sidelines ‘moaning’ 
about the pricing problem won’t 
help the manufacturer, the distrib- 
utor, and it won’t help the jewelry 
dealers. . . . Aggressive and en- 
thusiastic selling can give 
every jewelry distributor and every 
jewelry dealer a greater share of 
the big 1% billion dollar portable 
appliance business now.” 


SALES MANAGER R. H. BENNETT, 
Amity Leather Products Co.—“‘The 
biggest change in the industry is 
the sheer variety of merchandise 
—no longer just jewelry items... 
shavers, mixers, toasters, irons, 
small TV sets .. . figurines, ash 
trays, lighters, pens and pencils, 
binoculars, china and glassware 

. and personal leather goods: 
billfolds, key cases, leather acces- 
sories, handbags and toilet kits 

. 1/5 of the jeweler’s volume 
today.” 


Industrial Diamond men 
hear South African 


The Industrial Diamond Asso- 
ciation of America, Inc., held its 
14th annual meeting and conven- 
tion in May at Williamsburg, Va., 
elected Donald J. Wallace of 
Wheel Trueing Tool Co., Detroit, 
president. 

New first vice-president is Ber- 
nard Jolis of U. S. Industrial Dia- 
mond Corp., New York. Second 
vice-president is Leopold H. Metz- 
ger of Super-Cut, Inc., Chicago. 

Directors, elected for two years: 
Charles Baumgold of Diamond 
Tool Research Co., Inc., New York; 
Donn E. Stone of J. K. Smit & Sons 
of Michigan, Inc., Grosse Isle, 
Mich.; Jan Taeyaerts of Precision 
Diamond Tool Co., Elgin, Ill.; John 
Van Itallie of The Van Itallie 
Corp., New York. 

A technical session followed 
elections, and a paper was given 
by R. G. Weavind, director of re- 
search, Diamond Research Labo- 
ratory, Johannesburg, South Af- 
rica, entitled, “Factors Affecting 
the Efficiency of Resin-Bonded 
Diamond Grinding Wheels.” 
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Fashion Institute boosts member helps, 
plans drive to double membership 


An expanded program of con- 
sumer publicity and retail sales ed- 
ucation was outlined for members 
of the Fashion Coordination In- 
stitute of the Jewelry Industry 
Council at the group’s second an- 
nual meeting May 27 at the Shera- 
ton-East Hotel in New York. 

Need to strengthen the Insti- 
tute’s unified promotional effort 
was also stressed by Carlton M. 
Fishel of Trifari, Krussman & 
Fishel, who was re-elected chair- 
man of the Institute’s steering 
committee. 

“The entire women’s jewelry in- 
dustry advertising expenditure,” 
Fishel said, “is not strong enough 
by itself to keep the consumer’s in- 
terest in, and attention to, jewelry. 
We are competing not with each 
other, but with other industries, 
for the same consumer dollar. 

“We must keep our fashion story 
constantly and strongly before the 
consumer if we are going to grow, 
and the unified and consistent pub- 
licity program now carried on by 
the Fashion Coordination Institute 
is the most effective and economical 
way open to that end.” 


500 Clippings a Month 


Fishel outlined the association’s 
publicity successes in newspapers, 
radio and TV: “Through syndi- 
cates and direct mailings, more 
than 1200 daily newspapers receive 
jewelry fashion material at least 
every 3 weeks. More than 900 radio 
stations receive regular fashion 
scripts. Editors of more than 200 
local TV stations receive illustrated 
fashion material. Records show a 
flood of acceptance of this service. 
More than 500 newspaper clippings 
a month pour into the Institute’s 
office. Thousands of reply cards 
report hundreds of hours spent 
discussing jewelry on radio and 
TV stations. Every major news- 
paper supplement has used an In- 
stitute fashion story and pictures.” 

Nancy White, editor of Harper’s 
Bazaar and guest speaker at the 
dinner meeting, emphasized the im- 
portant role of jewelry in the com- 
ing fashion season. Simple, under- 
stated clothes demand jewelry of 
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all kinds, she said, emphasizing 
also that the consumer needs help 
in deciding what accessories to 
choose. 

Charlotte Thompson, fashion di- 
rector of the Institute, announced 
that the retail fashion service, with 
bulletins and sales training ma- 
terial, would be expanded. 

A drive to double Institute mem- 
bership was outlined by Irwin 
Ciner, of Ciner Manufacturing Co., 
chairman of the annual meeting. 


Tennessee watchmakers 
elect beauty queen 


The Tennessee Horological As- 
sociation capped its annual conven- 
tion May 15-17 in Nashville by 
crowning Bonnie Bunkley, a Mem- 
phis high school senior, “Miss 
Tennessee Jewelry of 1959.” 

Watchmakers who ran local 
elimination contests throughout 
Tennessee said the beauty contest 
was one of the heaviest traffic 
builders they have ever had. Miss 


“Miss Tennessee Jewelry 
marching to Georgia 


1959” 


Bunkley will compete for south- 
wide beauty honors at the South- 
ern Jewelry Show July 19 in At- 
lanta, Ga. 

Association members voted to 
plan a campaign to secure enact- 
ment in 1961 of a watchmaker’s 
licensing law, to replace the one 
declared unconstitutional by the 
state Supreme Court in March. 
L. J. Gore of Ridgely is head of 
the licensing law committee. 

Clayton Rollins of Clinton was 
elected Association president. 


Oklahoma RJA sponsors 
management institute 


The First Annual Management 
Institute of the Oklahoma Retail 
Jewelers Association was held May 
17-18 in the Memorial Student 
Union building at the University of 
Oklahoma in Norman. 

Institute was sponsored jointly 
by the Oklahoma Retail Jewelers 
Association and the Industrial Ser- 
vices of the University of Okla- 
homa. Speakers included: Jerry 
Connor, president of the National 
Bridal Service in Atlanta, Ga., and 
Robert Crowningshield, director of 
the eastern headquarters of the 
Gemological Institute of America. 

On the Institute planning com- 
mittee: President Fred Melton of 
the Oklahoma RJA; Hugo Kofmehl, 
a regional vice-president of the Re- 
tail Jewelers of America; vice- 
president Bob Ditmore of the Okla- 
homa RJA; secretary-treasurer R. 
J. MeCurley of the Oklahoma RJA; 
and M. B. Smith, H. E. Hutchens 
and H. C. Stuhr, all Oklahoma RJA 
directors. 


Kentucky jewelers 


elect Means president 


Seott Means of Hopkinsville, 
Ky., was elected president of the 
Kentucky Retail Jewelers Associa- 
tion at the group’s annual meeting 
in May. Don Jackson of Owensboro 
was elected vice-president, and Don 
Merkley of St. Matthews was 
named secretary-treasurer. 

Directors-elect are: Ray Mayer 
of Buechel; Ray Jochum of Shelby- 
ville; Bill Stoops of Lexington; 
and James Davis, William K. 
Ewing, Dan Lorch, Gene Schmidt 
and Tim Merkel, all of Louisville. 
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HIA reelects officers, 


salutes Dr. Rawlings 


The Horological Institute of 
America voted at its convention in 
Washington in May to keep in 
office the men who had played “a 
prominent part in revitalizing 
HIA during the year just past.” 

Institute members also took time 
out from business proceedings to 
present a citation to Bulova Watch 
Co. Scientist Dr. Arthur L. Raw- 
lings for his contributions to ho- 
rology as author, engineer, theo- 
retician and inventor. One well- 
known Rawlings book: “Science of 
Clocks and Watches.” Citation 
was presented to Rawlings by 
President Raymond F. Soucie (see 
photo). 

President Soucie was lauded for 
his service to HIA, was given a 
silver - mounted, engraved gavel. 
Accomplishments noted: appoint- 
ment of a capable new executive 
secretary (Harold Calvert); re- 
moval of HIA offices to Indianap- 
olis; formulation of a new Consti- 
tution and by-laws; organization 
of the HIA publicity program to 
publicize its famous “Packard 
Collection of Watches’; progress 
in unification negotiations with 
UHAA. 

At business sessions, HIA’s 
board voted to permit watchmak- 
ers who have passed watchmaker 
examinations in their states equiv- 
alent to HIA’s Certified Master 
Watchmaker Examination, to ap- 
ply for and receive the HIA Cer- 
tified Master Watchmaker diploma 
without further examination. 

HIA also agreed to give its af- 
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filiate guilds a full voice in the 
direction and affairs of the Insti- 
tute. Guild officers convened in 
Washington with John Farrell, 
HIA first vice-president, to dis- 
cuss the proposed Constitution 
and by-laws. 

Four new directors were elect- 
ed: Roy Conner of Lancaster, Pa.; 
Don Troxel of Indiana; President 
Harold Weiser of the New York 
State Watchmakers Association; 
Vice-President W. O. Smith of the 
Western Pennsylvania Horologi- 
cal Institute. 

Henry Fried, JC-K horological 
consultant, was lauded by HIA 
for “helping hundreds to acquire 
the skills of a good watch crafts- 
man.” Fried previously had re- 
ceived an honorary membership in 
HIA, given during the recent con- 
vention of Kentucky Watchmakers 
Association. 


Finance firm expands, 
bought JAC last year 


Representatives of 46 banks last 
month helped dedicate the new 
Standard Financial Building in 
New York, named for a company 
that started with just $1,000 27 
years ago, now does an annual vol- 
ume of $200,000,000 financing small 
businesses. 

At the dedication at 2 W. 45th 
St., Theodore H. Silbert, president 
of Standard Financial Corporation 
and the company’s first employe, 
was presented with a plaque com- 
memorating his 25th year with the 
company. Firm is one of the fast- 
est growing finance companies in 
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Bulova’s Dr. Rawlings, left, takes award from HIA’s Soucie 
a watchmaker’s watchmaker 


the country today. Last year it 
purchased Jewelers Acceptance 
Corp., now a subsidiary. 

Several subsidiaries of Standard 
Financial will be housed in the 
new building which is near the 
Standard Financial executive of- 
fices. Firm also has branches in 
Philadelphia, Pittsburgh, Dallas, 
Los Angeles, Chicago and Elmira, 
N. Y. 


NRMA joins retailers 
in Gellman tax battle 


The retail industry is lining up 
behind retail jewelers in their fight 
for equal tax status with whole- 
salers in sales of goods for use as 
prizes, premiums, or awards. 

The National Retail Merchants 
Association has joined backers of 
legislation, now pending before the 
House Ways and Means Committee, 
which extends the Gellman-Torti 
tax decisions to retailers (the In- 
ternal Revenue Service, which at 
first refused to allow the court 
cases at all, finally agreed to grant 
tax exemptions to manufacturers 
and wholesalers in the “Gellman- 
type” sales, but not to retailers). 

The powerful NRMA insisted 
that IRS, in refusing to extend the 
exemption to retailers, is “com- 
pletely without statutory or court 
precedent.” It “has created an il- 
logical as well as arbitrary rule of 
law which causes a serious hard- 
ship for the retailer in competing 
for the bulk sale business,”” NRMA 
says. 

NRMA also suggested that IRS 
is refusing to extend the Gellman 
ruling to retailers because of en- 
forcement problems which would 
result. “Granting tax exemptions 
to various classes of taxpayers is 
basic in the American taxing sys- 
tem, and should be accorded to all 
taxpayers, regardless of the prob- 
lems of administration involved,” 
NRMA contends. 

Meanwhile, the U. S. Treasury 
has turned down a plea by Rep. Jo- 
seph Martin (R., Mass.) that it 
solve the problem by issuing a new 
ruling, thus making the legislation 
which he and others are sponsor- 
ing unnecessary. Treasury has re- 
plied that it believes the law must 
be changed by Congress before it 
can change its position. 
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Arkansas RJA sees fall 
lines, elects Stinson 


State jewelers gathered in Hot 
Springs for the recent annual con- 
vention of the Arkansas Retail 
Jewelers Association, previewed 
fall jewelry of wholesalers and 
jobbers, and elected John Stinson 
of Camden 1959-1960 president. 

Other officers-elect: Henry Rain- 
water of Walnut Ridge, vice-pres- 
ident; Mrs. Charles Sheppard, Jr., 
secretary-treasurer. 

Selma Schloss, outgoing secre- 
tary-treasurer, was elected to the 
board of directors, as were John 
Parks of Jonesboro and outgoing 
President C. P. Coats of Batesville. 


Suppliers show wares 
first time to Tri-State 


Maxwell M. Rabb, former Secre- 
tary to the U. S. Cabinet and first 
man to occupy that position, was 
guest speaker May 18 at the 45th 
annual convention of the Delaware- 
Maryland - District of Columbia 
Jewelers Association. 

Rabb spoke at the annual ban- 
quet to some 400 members and 
guests of the association. For the 
first time 20 suppliers displayed 
wares, at the Shoreham Hotel. 

Paul Day of Wilmington, Del., 
was elected 1959-1960 president. 
He succeeds Melvin Foer of Wash- 
ington. Other new officers: Rich- 
ard Erlanger of Baltimore, first 
vice-president; Donald Wolpe of 
College Park, Md., second vice- 
president; Robert Groll, secretary; 
Benjamin Blanken, treasurer. 


Cook gets presidency 


of Michigan watchmen 


James Cook of Holt, Mich., was 
elected president of the Watch- 
makers Guild, State of Michigan, 
in May. 

Other 1959 officers: Dwight Cas- 
ler of Ferndale, first vice-presi- 
dent; John Horvath of Mt. Morris, 
second vice - president; Michael 
Kwasek of Wayne, recording secre- 
tary; and Elmer Gerber of Sagi- 
naw, sergeant - at- arms. Eugene 
Curyla of Detroit was reelected sec- 
retary - treasurer, and Charles 
Fisher, also of Detroit, was re- 
named third vice-president. 
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INTERESTING JEWELERS 


Hunter Barthman: a way with wolves and 9-foot grizzlies 


“I think,” said the jeweler admiring the delicate new diamond 
brooch, “I’ve killed more grizzly bears than practically anybody.” 

Sturdy, 64-year-old jeweler William Barthman extended the brooch 
back into the window of his discreetly well-off firm near Wall St. in 
New York. As he reached, his sleeve was pulled back, exposed a neat 
scar running 32 stitches along his hand and wrist. “I was lucky with 
this,” he remembers, wincing briefly. “I was half asleep in my saddle 
up in the Yukon. Evidently my horse was one of the rare ones who 
didn’t have ‘a nose’ for bear; he rode smack into a nine-foot grizzly, 
who erupted out of the scrub swinging one unbelievable paw at us. 





‘When I came to the horse was dead, disembowelled, and I was surprised 


to be alive. A 5-inch claw had raked my wrist, but that was all.” 


LS ~— : 3 ‘- . “ ‘ » a? came ® : 
Hunter-Photographer Barthman with “very large grizzly” 
“Cheese!” 


Big-game Hunter Barthman, third generation owner of the 75-year- 
old namesake firm (its clock, embedded under the sidewalk outside the 
store, is pointed out to all New York sightseeing tours), killed his 
first moose at the age of 10; managed to enter 8 kills into the official 
Records of North American Big Game before a heart attack slowed 
him down several years ago. In WW I, Lieutenant Barthman won 
the Silver Star for gallantry in France—“we hunted there, too, but 
not the same way.” 

Magazine coverage of the three-month trip he made into the treach- 
erous Pelly Mountains in Canada’s Yukon territory in 1940 (he was 
the second white man there) helped open the Yukon to other hunters. 
“It was the most successful and extraordinary hunt I’ve ever had,” 
says Barthman, “even though the horse carrying all the toilet paper 
drowned the first day, and we couldn’t get any more for three months.” 

For a camera-and-gun hunt in the Yukon in 1947, Barthman pur- 
chased an amphibian plane, got his pilot’s license, flew over unmapped 
regions, helped bag record moose and caribou and bad-dream wolves 
8 feet long, got charged by grizzlies, took thousands of feet of movies. 
“The biggest kick I get in life,” he told reporters then, significantly, 
“is to match wits against an animal that’s hard to stalk, get close 
enough to photograph it and then, if it’s a real trophy, bag it.” 

Once, during a hunt for lions in Mexico, Barthman captured a 4-foot 
“cub,” boarded him in a box, sent him by train unbeknownst to the 
baggage man as a present to the Brooklyn (Prospect Park) Zoo. 

Today Barthman hunts deer each season at the private St. Regis 
Club (much of whose 4 square miles of land he owns) in the Adiron- 
dacks. He also relaxes at his 21l-building farm (including swimming 
pool) in Somerville, N. J., where he once raised Sardinian donkeys, 
sold them for $150 each as far as Bermuda. Donald A. Dowden 














Darden gets top post 
of South Carolina RJA 


The South Carolina Retail Jewel- 
ers Association held its annual 
meeting recently and elected John 
Darden of Conway president for 
the ensuing year. 

Other new officers: Alan Reyner 
of Columbia, first vice-president; 
J. C. Thomas of Clinton, second 
vice-president; Abe M. Harris of 
Hayes Jewelers, Walterboro, sec- 
retary-treasurer. 

Directors include Carol AVan of 
Manning, Wilbur Riddle of Lau- 
rens, Hoyle Snoddy of Clemson, 
F, A. Wells of Darlington, R. J. 
Ortmann and Melvin Lesser of 
Charleston, W. S. Reynoer of 
Greenville, Arthur White of Spar- 
tanburg. 

Ex officio board members are 
Robert Andrews of Andrews and 
Harold Thompson of Columbia. 


Private lending firms 
ask for more freedom 


The smal] business investment 
act passed by Congress last year 
should be amended, Congress is be- 


ing told, to permit more private 
companies to make more long-term 
loans to, and equity investments 
in, small business. 


Spokesmen for the National As- 
sociation of Small Business Invest- 
ment Companies say at least 11 
changes are needed in the law. 
Three of the proposed changes 
would liberalize the tax laws to 
give small business investment 
companies a better tax break. They 
would exempt the companies from 
the personal holding tax, exempt 
them from the penalty tax on ac- 
cumulated earnings and profits, al- 
low them a deduction of 15 per 
cent of the interest they receive 
on long-term loans. 

Other recommendations would 
allow the lending firms to be taxed 
as partnerships; put a ceiling on 
the interest SBA can charge on 
funds it advances to the lending 
firms; permit the SBA to lend the 
firms funds without regard to their 
ability to obtain money elsewhere. 

Under the smaltbusiness invest- 
ment company program, private 
firms must raise at least $150,000, 
which SBA will match. The firms 
are then licensed by SBA, are per- 
mitted to make long-term loans to, 
and buy stock in, small businesses. 

Meanwhile, SBA appears likely 
to get approval of its request that 
Congress increase its lending fund 
from $900 million to $1.1 billion. 
The House has already granted 
this. 
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Fair trade backers 


want showdown vote 


Supporters of the pending fed- 
eral fair trade bill are convinced 
that it will pass if they can force 
it to a vote. 

But it will take strong grass 
roots support to put the bill before 
the full House and Senate before 
the current two-year Congress ad- 
journs in mid-1960. Fair trade 
backers feel that many lukewarm 
legislators would vote for the bill 
if a showdown comes, in spite of 
union and farm opposition, because 
of the support of hometown busi- 
nessmen. 

Meanwhile, the measure is mak- 
ing steady progress. A Senate In- 
terior subcommittee held hearings 
on various fair trade proposals in 
mid-June. Chief among them is a 
measure sponsored by Sen. Hubert 
Humphrey (D., Minn.), which is 
almost identical to a bill sponsored 
in the House by Rep. Oren Harris 
The Harris bill was 
approved by the House Commerce 
Committee by a 20-9 vote, although 
it may now become embroiled in a 
states-rights fight. 

The states-rights issue was 
partly recognized by the House 
committee, which added a provision 
declafiig that merchants are in 
interstate commerce only for pur- 
poses of fair trade. Without this 
amendment, it was feared that the 
measure might put retailing into 
interstate commerce for all pur- 
poses, and open them to a host of 
federal controls and regulations, in- 
cluding minimum wage laws. 

The Harris bill would replace 
present state laws with a new fed- 
eral statute. A manufacturer could 
set resale prices in any state sim- 
ply by notifying one distributor in 
the state. It would declare a mer- 
chant selling below a fair trade 
price to be in violation of the law 
and subject to prosecution. 


The powerful House Rules Com- 
mittee must clear the bill before 
the full House may vote on it. This 
group is controlled by southern 
congressmen who have traditionally 
resisted fair trade. 

In the Senate, the bill must clear 
the subcommittee, which is headed 
by Sen. Strom Thurmond (D., 
S. C.), the full committee, and then 
the full Senate. 


A BANQUET FOR BOONE: These jewelers from Nashville, Tenn., gathered 
recently to celebrate the introduction by Forstner, Inc., of a line of teenage 
jewelry bearing the name of Nashville’s favorite son, Singer Pat Boone. Pat’s 
parents and his two sisters were feted guests. Seated inside table, from left: 
Vasco Sharp of C. B. Peterson Co.; Buford Anthony of Anthony Jewelers; 
Thomas Grimes of C. B. Peterson Co.; Mrs. Buford Anthony. Seated outside 
table, from left: Bob Roddy of Village Jewelers; Gordon Nesbit of C. B. Peter- 
son Co.; Ed Blankenship of Whitley Jewelers; Mr. and Mrs. Boone, Judy Boone, 
Mrs. Marjorie Boone Jenckes; Mrs. Thomas Hodges; Thomas Hodges of Hodges 
Jewelers; Fred Waller of Coles & Waller Jewelers. Standing, from left: Mr. 
and Mrs. Robert Draper of Reale & Draper Jewelers; Mrs. and Mr. Carl Peter- 
son of C. B. Peterson Co.; Dick Klein of Forstner, Inc.; Sidney Polly of Shyer 
Jewelers; Willard Perlen of Willard’s Jewelry. 
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BENNY MEETS BENRUS: President S. Ralph Lazrus of Benrus Watch Co., 
delighted with the May 23 Jack Benny Hour on CBS-TV, which Benrus co-spon- 
sored, talks with Jack in his Beverly Hills home about future “Hours.” 
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FOR TEACHERS, MELTED MAGIC: 
Public and parochial school teachers 
in Cedar Grove, N. J., watch a melter 
at the John C. Nordt Co. plant in Ce- 
dar Grove “magically” melt thou- 
sands of dollars’ worth of gold in an 
induction furnace. Tour of the Nordt 
and other Cedar Grove plants was 
part of “Teacher-Industry Day,” a pi- 
oneering idea of the Cedar Grove 
Manufacturers Association to ac- 
quaint teachers with local industry. 
Visitors saw Nordt rings being made, 
AMERICAN NATIONAL were presented with a wedding band, 
se to be given to the next teacher to be 
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WESTCLOX 
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WESTCLOX GOES TO 
MOSCOW: Westclox execu- 
tives H. T. Milliken, left, and 
C. L. Traeger examine four 
Westclox models which will 
be put on public display for 
six weeks this summer in 
Sokolniki Park, Moscow, 
Russia. Westclox is one of 
200 U.S. firms which will ex- 
hibit in the U. S.-sponsored 
American National Exhibi- 
tion, set up to give an ex- 
pected 4 million Russian vis- 
itors a better understanding a % | 
of American life. 5 Gwe 


TO SHOW OFF SILK SUITS, DIAMONDS: The 25-carat, pear-shaped “Kos- 
low Diamond,” owned by Nat Koslow, Inc., New York diamond firm, is placed 
in the window of Whitehouse & Hardy, fashionable New York men’s clothing 
firm, to complement its fine silk suits. Alfred Koslow positions the $250,000 
gem as Whitehouse & Hardy President Leslie F. Vail watches approvingly. 


we, 
aioe \ 
angie 


a 
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AFTER SIGHT AND SOUND, SMILES: Directors of the 
Watch Material Distributors Association of America beam 
their approval after watching a preview showing of the 
new WMDAA educational film “What Makes It Tick?” 
Film was made by Sight & Sound, Inc., Washington, 
D. C., firm. Board met during WMDAA convention on 
Memorial Day in Chicago (see story). In back row, from 


WMDAA reelects 
Marcum, designs decal 


In Chicago over Memorial Day 
weekend, the Watch Material Dis- 
tributors Association of America 
re-elected its top officers, added 
four new directors, then celebrated 
the event with an official installa- 
tion banquet in the Gold Coast 
Room of the Hotel Drake. 

Re-elected: Seymour Marcum of 
Norvell Marcum Co., president; 
William Swartchild, Jr., of Swart- 
child & Co., first vice-president; Ike 
Ashendorf of Southern Watch Sup- 
ply Co., second vice-president; 
Earle Bechtel of Joseph B. Bechtel 
Co., treasurer. 

Convention highlight included 
premiere showing of WMDAA’s 
15-minute color film, ““What Makes 
It Tick?,” latest public relations 
effort on behalf of genuine watch 
materials and the improvement of 
the watchmaker-jeweler’s profes- 
sional reputation. Plans are now 
being concluded for distribution of 
WMDAA’s genuine parts window 
decal which ties in with the film’s 
consumer-education theme. 

At the business session, a pro- 
vocative panel on “Genuine Mate- 
rials” was held. Panelists: Milton 
Putterman of Benrus; Eugene Dor- 
roh of Bulova; William Schefelbein 
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of Elgin; Frank Rogers of Gruen; 
Ed Hendrix of Hamilton; Bertram 
Lowe of Longines-Wittnauer. 
Other business: an exciting pro- 
posal for a WMDAA European 
Tour in 1960; a heartwarming pro- 
gram for service to paraplegic vet- 
erans, outlined by Edward End- 
man of Pacific Jewelers Supply; a 
modern inventory control method 
described by George Kaplan of Co- 
lumbus Jewelry Supply Co. 
WMDAA directors, who met dur- 
ing the convention: Harold and 
Eugene Sobel of E. & J. Swigart 
Co., Washington; Jacob Kramer of 
J. Kramer & Son, Philadelphia; 
Earle Bechtel of Joseph Bechtel 
Co., Philadelphia; William Swart- 
child, Jr., of Swartchild & Co., Chi- 
cago; Eugene Swigart of E. & J. 
Swigart, Cincinnati; Walter Sonn- 
tag of Primrose Jewelers Supplies, 
Salt Lake City; Pierre Borel of 
Jules Borel & Co., Kansas City. 
Also, Edward L. Endman of Pa- 
cific Jewelers Supply Co., Los An- 
geles; I. Ashendorf of Southern 
Watch Supply Co., Charlotte; Wil- 
liam Hammond of B. M. Hammond 
Co., San Antonio; Seymour Mar- 
cum of Norvell Marcum Co., Tulsa; 
Morris Beresh of M. Beresh Co., 
Detroit; George Kaplan of Colum- 
bus Jewelry Supply Co., Columbus, 
Ohio; David A. Fried of Fried & 


left: Harold Sobel, Eugene Sobel, Jacob Kramer, Earle 
Bechtel, William Swartchild, Jr., Eugene Swigart, Walter 
Sonntag and Pierre Borel. 
Edward L. Endman, I. Ashendorf, William H. Hammond, 
Seymour Marcum, Guest-of-Honor Jean Pierre Savary of 
Watchmakers of Switzerland, Stanley G. House, Morris 
Beresh, George Kaplan, David Fried, Sydney Prague. 


In front row, from left: 


Field, San Francisco; Sydney 
Prague, formerly of Prague-Kurtz, 
Houston. 


Florida RJA reelects 


Magnon, Smith 


Alvin Lee Magnon of Tampa and 
James T. Smith of Delray Beach 
were re-elected respectively presi- 
dent and treasurer of the Florida 
Retail Jewelers Association, at the 
group’s annual convention in April 
in Jacksonville. 

Elevated from secretary to vice- 
president is Robert Bechtel of West 
Palm Beach. He replaces Lacy 
Croft of Fort Lauderdale. New 
secretary is Tom Cook, Jr., of Day- 
tona Beach. 

Directors of the association for 
1959 include: William Bailey of 
Cocoa; Cook; G. D. Goff of Tampa; 
Oliver A. Jenkins of Jacksonville; 
William Moeller of St. Augustine; 
Lester Moon of Tallahassee; Julian 
Newbauer of Miami; Byron Prib- 
ble of Fort Lauderdale; W. W. 
Putnam of Tallahassee; Nat Rob- 
ertson of Gainesville; Herman 
Rubin of Miami and Bruce Watters 
of St. Petersburg. 

Convention heard prominent in- 
dustry speakers; discussion cen- 
tered on the upsurge in competi- 
tion. 
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Zell, Stevens win high 
Oregon RJA offices 


Martin Zell of Zell’s Jewelers in 
Portland and Allan Stevens of 
Salem were elected president and 
first vice-president respectively of 
the Oregon Retail Jewelers Asso- 
ciation at the group’s annual con- 
vention in May. 

Other officers, who with Zell 
and Stevens will serve two-year 
terms: Nate Packouz of Portland, 
second vice-president; Frank Bre- 
all of Portland, secretary-treasur- 
er; John Tobin of Oregon City, 
board chairman. 

Directors are: Alton Anderson 
of Medford; Willis Bell of As- 
toria; William Borden of Port- 
land; William Bristow of Eugene; 
Lee Davenport of Portland; Don 
E. Davis of Rainier; Harold P. 
Fifer of Redmond; Henry Gerard 
of Pendleton; Sam Gilbert of 
Medford; Rex Hamaker of Eu- 
gene; William Hoffman of Coos 
Bay; Alvin Konick of Corvallis; 
Joe McCormick of Portland; Del 
Moore of Astoria; John Nielsen of 
Portland; B. V. Shook of Burns; 
Fred E. Smith of Pendleton; Wil- 
liam Vale of Portland. 


Kansas jewelers meet 
with watchmakers 


Exhibitors at the recent 53rd 
annual convention and gift show 
of the Kansas Retail Jewelers As- 
sociation, held this year in con- 
junction with the Kansas Watch- 
makers Association, enjoyed a rec- 
ord number of looks at their fall 
merchandise. 

The Sunflower Travelers, mid- 
west jewelry salesmen’s group, 
also met at the Allis Hotel in 
Wichita, elected John Troy of 
William P. Mahne Silver Co. pres- 
ident. Other new Travelers offi- 
cers: LeRoy Belt of LeRoy Belt Co., 
vice-president; Charles Haynes, 
Jr., of Albert F. Long Co., secre- 
tary-treasurer. 

Kansas RJA passed a resolution 
providing that election of 1959- 
1960 officers will be accomplished 
by a write-in ballot. Ballot was 
mailed to all senior members of 
the association in good standing 
as of June 15. 
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STATE OF THE JEWELRY BUSINESS 


(Tabulated each month, to help readers spot industry trends) 


IMPORTS 
% 


Mar. 1959 


WATCH MOVEMENTS (units) 
0-1 jewel 446,673 
2-7 jewels 111,440 
8-15 jewels 4,060 
16, 17 jewels 380,458 
over 17 jewels 1,482 
all movements 944,113 


DIAMONDS 
uncut, by carats 
uncut, by value 
cut, by carats 82,978 
cut, by value $7,288,512 


CULTURED PEARLS $1,421,304 
IMITATION STONES $992,567 


100,616 
$7,704,154 


EXCISE TAXES 


Mar. 1958 


+ 53.0 


+124.8 
+30.8 
—14.0 
+44.9 


+15.7 


change 
Jan.-Mar. 


1959 


1,093,700 
267,242 
10,227 
1,015,829 
3,145 
2,390,143 


+70.6 


307,836 


+8.8 $23,358,128 


+95.2 220,200 
+57.5 


+37.1 


$20,780,237 
$3,225,733 
$2,983,316 


% change 


Jan.-Mar. 
1959 


AMOUNT COLLECTED $59,043 
(add 000) 


VITAL STATISTICS 


from Jan.- 
Mar. 1958 


Jan.-Dec. 
1958 


+2.2 $154,091 


% change 


Apr. 1959 


MARRIAGES 110,000 


FAILURES 


Apr. 1958 


from Jan.-Apr. 
1959 


392,000 
1,371,000 


+0.9 
+3.1 


% change 


CASH JEWELERS 
INSTALLMENT JEWELERS 
WATCH REPAIRERS 
WHOLESALERS 
MANUFACTURERS 


WHOLESALE JEWELERS 
SALES 
APRIL 1959 
% change % change 
from from 
Apr. 1958 Mar. 1959 
SALES +22 —3 
INVENTORY —4 —§ 


May 1958 


' FINE JEWELRY, 
' WATCHES 

| SILVERWARE, 

‘ CLOCKS +8 


from Jan.-May 
1959 


64 
20 

3 
17 


% change 
from Jan.- 
Mar. 1958 


+31.8 
+40.6 
+23.4 
+11.3 


% change 
from Jan.- 
Apr. 1958 


+4.0 


from Jan.- 
May 1958 


— 14.7 
+66.7 
— 25.0 
+41.7 


DEPARTMENT STORE SALES 


3 APRIL 1959 


% change % change 


from 


from Jan.- 


Mar. 1958 Mar. 1958 


+10 


' COSTUME 


JEWELRY 


METAL PRICES—MID-JUNE 1959 


(troy ounce, large lots) 
Mid-June 
1959 
SILVER $.91 3/8 
PLATINUM $77 
PALLADIUM $18 
IRIDIUM $75 


One Year 
Ago 
$.88 5/8 
$67 
$19 
$80 


+12 


+7 


% change 
+3.4 
+14.9 
—5.2 
—6.3 














f AUCTIONS or % 
PROMOTIONAL SALES 
WORK WONDERS 


For over 35 years Brill & Colmes & Assoc. has 
conducted dignified and highly successful busi- 
ness-building sales, retail or auction sales (or 
a combination of both) and liquidation sales. 


Know-how and proven sales methods have 
brought results far beyond store owners’ ex- 
pectations. If you have a sales problem or 
must raise cash quickly, a Brill & Colmes sale 
will bring immediate and greater financial 
benefits. Why not talk it over NOW? 


Write *- Wire + Phone Collect 
Neo Obligation « in Strictest Confidence 


BRILL & COLMES 


and Associates, Inc. 
Auctioneers and Sales Specialists 
45 West 45th St., N.Y. 36, JU 6-2334 


\ Members Jewelers Board of Trade 


IN NEW ORLEANS 
ANTIN'’S WILL PAY 
MORE FOR YOUR 














| 

















Antique Jewelry 
because Antin's is located ina | 
city that has for several centuries 
specialized in Antique Jewelry, 
Fine Silver and Objects of Art. 
New Orleans is a “ready mar- 
ket". Convention Visitors crowd 
this city daily. They look for 
antique items and buy them, tool 


Watches Wanted—Any Make or Age 


Highest prices are paid for Antique 
Jewelry, Watches, Platinum, Dia- 
monds, Sterling, etc. Your package is 
kep? aside, for 10 days, subject to 
your approval of our remittance. 


Ref: Dun & Bradstreet; Whitney Notional 
Bank, Morgen Branch, New Orleans, 
Jewelers Board of Trade 


ANTIN'S we. onccs sats 


New Orleans 12, La. 
Aatiques and Antique Reprodeetions 


Speidel jobbers, salesmen meet together 
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Anna 


eidel Corp. executives meet with televi- 


sion’s “The Price Is Right” personalities Carolyn O’Connor and Bill Cullen in 
New York. Executives, from left: Advertising Director H. William Coulthurst; 
Sales Manager Charles Spitzer; and Executive Vice-President Paul Levinger. 
Speidel told salesmen and distributors meeting in New York that the firm has 
enjoyed such success with television since it entered it in 1949, on the Ed 
Wynn Show, that its total budget for advertising is being allocated to television 


in 1959. 


More than 100 Speidel Corp. 
salesmen and distributors met to- 
gether for the first time May 25-26 
in New York at a sales meeting 
called to unveil the Providence, 
R. I., firm’s new lines. Salesmen 
also met television stars of the 
Speidel-sponsored TV show “The 
Price Is Right,” with which 
Speidel is so pleased it will spend 
all of its 1959 advertising dollars 
in television. 

On May 


27 the entire group 


traveled to Providence for a tour 
of the Speidel factory there. At 
a final luncheon in Providence, 
awards were presented to Execu- 
tive Vice-President Paul Levinger 
and to Sales Manager Charles 
Spitzer, to commemorate their 
25th anniversaries with the firm. 

Levinger received a_ beautiful 
Patek Philippe watch from Speli- 
del’s salesmen. Spitzer received an 
engraved plaque attesting to his 
meritorious service. 
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CHRISTMAS IS COMING: Feature Ring Co. unveiled its Fall-Christmas 
diamond ring lines at a recent sales meeting in New York. Expanded line 
includes a new series of “Forever Together” rings, more interlocking bridal 
sets, “Glorified” interlocking sets, is being offered to retailers with an ad 
mat service, other promotion items. Rita Mueller, “1959 Queen of Diamonds,” 


was present, will be avaiable for appearances at jewelers’ stores. 


Execu- 


tives and salesmen, from left: Jerome Peterson, Lloyd Richland, Henry 
Harrison, President Henry Peterson, Merchandising Director Morton Lipp- 
man, Fred Lee, Jr., Robert Lewin, Sales Manager Alfred E. Stein. 
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New York RJA reelects 
Teibel 1959 president 


Max Teibel of Leeds Jewelers 
in Buffalo, N. Y., was overwhelm- 
ingly returned to the presidency 
of the New York State Retail 
Jewelers Association by more than 
300 members at the group’s 50th 
anniversary convention in May in 
Utica. 

J. Francis Thibault of Utica 
was renamed secretary, and Mal- 
colm Campbell of Canandaigua 
was re-elected treasurer. 

Speakers at the milestone con- 
vention included President Arnold 
Schiffman of the Retail Jewelers 
of America; Attorney Charles A. 
Tobin of the Federal Trade Com- 
mission; and Jeffrey S. Wetrich 
of the Watchmakers of Switzer- 
land. Members voted to hold their 
1960 convention in Buffalo. 

The convention resolved that 
the Retail Jewelers of America 
change its by-laws to eliminate 
the nomination of its directors in 
two classes (under present by- 
laws, 12 “class A” directors repre- 
sent former members of ANRJA, 
and 12 “class B” directors repre- 
sent former members of NJA). 

“We understand,” said the New 
York resolution, “that there are 
less than 300 former NJA mem- 
bers in RJA, and yet they elect 12 
directors to the board. ... There 
are 3500 former ANRJA members 
in RJA and they are limited to the 
election of only 12 board members. 

“We do not believe that this is 
an equitable arrangement. . 
The RJA directors simply shoul 
be elected to represent the entire 
membership, and the two classes 
of directors should be abolished.” 


RJ A’s answer 

Defense for the RJA method of 
electing directors was set down in 
a letter from RJA President Schiff- 
man to the New York association. 

“In the deliberations of the 
[RJA] merger committees ... it 
was particularly emphasized that 
the present system of ‘A’ and ‘B’ 
groups, 12 members to be elected 
from each, was to exist for 5 years. 
At the end of that time it was be- 
lieved that the necessity for sepa- 
rate nominations or elections 
would have disappeared ... This 
was the spirit and verbal agree- 
ment of all concerned, with no ob- 
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jection expressed .. . I feel that it 
should be carried out to the end of 
5 years. 

. The division of the board 

. has through the years proven 
to be academic. Never once have 
there been votes, on any issue, 
along party lines. . . . To remove 
now a protective formula that was 
an integral part of the merger 
negotiations would only serve to 
create suspicion. After all, it is 
fundamental that a minority’s 
right to protection is just as im- 
portant as a majority’s right to 
rule. ... 

“T would like to correct some of 
the statements concerning num- 
bers which you stated. ... The 
facts are that as of May 29, there 
are 3544 paid members in RJA; 
there are 866 members unpaid 
making a total of 4410. The total 
old ANRJA membership, paid and 
unpaid, is 1947 members; the total 
NJA is 503; the new RJA (neither 
NJA or ANRJA) membership is 
RO iat 

Schiffman suggested that a 
committee from the New York as- 
sociation discuss the resolution 
with members of the RJA board. 
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J. BIELER PROMOTIONS »»: 


Planning | A STORE- ‘WIDE SALE? 


Use Our 
“DO-IT 
YOURSELF" 
Sales 
Promotion 
Package 


WE CAN SUPPLY YOU WITH A COMPLETE SALES PROMOTION PACKAGE CONTAINING MATS—ADVERTISING 
COPY—SALE CARDS—BANNERS—PENNANTS—STRING TAGS AND A BOOKLET WITH RADIO CONTINUITY 
AND INSTRUCTIONS HOW TO SUCCESSFULLY RUN YOUR OWN SALE FOR $50.00 


; 
sy 


. # 


WHOLESALE DISTRIBUTORS 
Madison St. (Heyworth Bidg.) Chicage 2, Ill. 

















COMING EVENTS 


oo BF 


6-10—China and Glass Market 
Week, New York showrooms. 

12-13—-Mississippi Retail Jewelers 
Association annual convention, Buena 
Vista Hotel, Biloxi. 

12-15—Cincinnati Gift Show, Neth- 
erland Hilton Hotel. 

19-21—-Southern Jewelry Show, 
Henry Grady Hotel, Atlanta, Ga. 

19-22—-Washington Gift Show, 
Hotel Willard. 

19-22—-Southern Jewelry Travelers 
Association annual convention and 
show, Henry Grady Hotel, Atlanta, 
Ga. 

19-22—-Southeastern China, Glass 
and Gift Market, Biltmore Hotel and 
Municipal Auditorium, Atlanta, Ga. 

19-23—Retaii Jewelers of America, 
Inc., Chicago convention and trade 
show, Morrison Hotel. 

26-29—New Orleans “Buyers Mardi 
Gras” Gift and Jewelry Show, Roose- 
velt Hotel. 

°6-29—Indianapolis 
H .el Claypool. 

26-29—Carolina Jewelry and Gift 
Mart, Radio Center, Charlotte, N. C. 

26-31—California Gift Show, Brack 
Shops, Merchandise Mart, Biltmore 
and Ambassador Hotel, Los Angeles. 


Gift Show, 


AUGUST 


2-5—San Francisco China, Glass, 
Gift and Jewelry Show, Brooks Hall, 
Sheraton-Palace and St. Francis 
Hotels and Western Merchandise 
Mart. 

2-5—7lst National Association of 
Variety Stores Chicago Merchandise 
Show, LaSalle Hotel. 

2-5—Buffalo Gift Show, Hotel Stat- 
ler Hilton. 

2-18—Chicago Gift Show, LaSalle 
Hotel and Palmer House. 

2-14—-Merchandise Mart China, 
Glass and Gift Market, Chicago. 

9-12—-Memphis “Cotton States” 
Gift, Jewelry and Stationery Show, 
Municipal Auditorium, Memphis, 
Tenn. 

9-12—-Portland Gift Show, Public 
Auditorium, Benson and Plaza Hotels. 

9-13—-Retail Jewelers of America, 
Inc., New York convention and trade 
show, Waldorf-Astoria Hotel. 

15-17—North Dakota Jewelers and 
Watchmakers Association annual 
convention, Bismarck. 

16-19—Pittsburgh Gift Show, Penn- 
Sheraton Hotel. 

16-19—Seattle Gift Show, Civic Au- 
ditorium, Olympic and New Washing- 
ton Hotels and Terminal Sales Build- 
ing. 
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22-26—Detroit Jewelry Show, spon- 
sored by Detroit Jewelry Sales As- 
sociates, Statler-Hilton Hotel. 

23-25—Spokane Gift Show, Daven- 
port Hotel. 

23-28—New York Gift Show, Hotel 
New Yorker and Trade Show Build- 


ing. 

30-Sept. 1—California Retail Jewel- 
ers Association annual convention, 
Statler Hotel, Los Angeles. 

30-Sept. 2— Retail Jewelers of 
America, Inc., Pacific Jewelry Show, 
Statler Hotel, Los Angeles. 

30-Sept. 2—Ohio State Gift Show, 
Hotel Deshler-Hilton, Columbus. 

30-Sept. 2—Minneapolis China, 
Glass, Gift and Stationery Show, 
Radisson Hotel. 


; ‘8°? F BM 2 BR 


5—Tola Tumbleweeds annual con- 
vention, Hotel Adolphus, Dallas, Tex. 

5—Texas Jewelers Association an- 
nual convention, Hotel Adolphus, Dal- 
las. 

6-7—Ohio Retail Jewelers Associa- 
tion annual convention, Cleveland. 

6-9—Miami Gift, Jewelry, Station- 
ery and Toys Show, Bay Front Au- 
ditorium, Miami, Fla. 

6-10—Allied Gift & Jewelry Show 
(fall), Hotel Adolphus, Dallas. 

6-10—Detroit Gift Show, Hotels 
Statler-Sheraton and Cadillac. 

13-16—Cleveland Gift Show, Hotel 
Statler-Hilton. 

13-17—Boston Gift Show, Hotel 
Statler and First Corps Armory. 

19-20—Horological Association of 
Iowa annual convention, Roosevelt 
Hotel, Cedar Rapids. 

19-20—Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

19-20—Iowa Retail Jewelers Asso- 
ciation annual convention, Hotel 
Roosevelt, Cedar Rapids. 

20-23—Denver Gift & 
Show (fall), Hotel Albany. 

22-Oct. 3—London World Trade 
Fair, Alexandra Palace. 

27—Arizona Retail Jewelers Asso- 
ciation annual convention, Phoenix. 

27-29 — Phoenix Gift & Jewelry 
Show, Westward Ho Hotel. 

27-30—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin. 


Jewelry 
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14-16—Manufacturing Jewelers & 
Silversmiths of America annual con- 
vention, Sheraton- Biltmore Hotel, 
Providence. 
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Superb 


cHRonoGRAFIC SUPER 
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IN TIMING MACHINES 


PLEASE 
MEET 
US 


inCHICAGO 


BOOTH 126 
JULY 19 to 23, 1999 


Chicago Convention 


and Trade Show 
Morrison Hotel 


Bd 
inNEW YORK 


BOOTH 245 
AUGUST 9 to 13, 1959 


New York Convention 
and Trade Show 


The Waldorf-Astoria 


« 
inLOS ANGELES 


BOOTH 39 
AUG. 30 to SEPT. 1, 1959 


Pacific Trade Show 
Hotel Statler 


American Greiner Electronics, Inc. 
472 Main Street, Stamford, Conn. 


AMERICAN | GREINER 


KO CALOMATC 
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A man should choose 
with careful eye 
mers mebbetcas CO be The Judgment, 


a passage from 


remembered by SA ss 


Enlarged from the 
Original 
anaglyptographic 
engraving 
published in the 
Art Union Journal, 
London, 1846 


R.P.T. COFFIN 


g C |with le 


program of superb watch rate recorders enables 





you to choose the best model for your purposes. 


COMPARE AND CHECK {fF 


VACUUM SEALED QUARTZ CRYS- 
TAL as time standard of highest precision. Certified sta- 
bility throughout years of operation 


ONLY FOUR LONG-LIFE TUBES 
Guaranteed for 10,000 hours. 


12 DIFFERENT BEATS: 7200, 9000, 10800, 
12000, 18000, 36000, 108000, 19800, 14400, 16200, 17280, 
21600 give one-line recordings. 


2) 1.4 om me Ab 11-1) me Ae) ei ete) jell ic 
enables rapid determination of timing and watch irregularities 
while you regulate or adjust on the mike. 


‘ SIZE ONLY 8'2" x 9'2” It is the smallest pre- 
Unzwor cision instrument of its kind. Easily carried from bench to 
bench, from repair shop to store. 


Includes Rotating Standard Watch Microphone, Clock Vibration 
‘ Pick-up, Earphone, 10 Rolis of Tape, Cover, Handbook, and ‘The 
price $495.00 Greiner Electronic Method File’’ supplemented by our Bulletins 





24 DIFFERENT BEATS: 3600, 6000, 7200, 
12000, 18000, 1/10, 1/25, 1/50, 1/100, 11800, 14850, 16200, 
19800, 9000, 12600, 13500, 21000, 4800, 5400, 9600, 10800, 
14400, 17280, 21600. 

(21306.12 Omega or any other on request) 


REVOLUTIONARY HIGH PRECISION 
RECORDING SYSTEM Scanning speeds of 
nearly 2000 mm./sec. Printed Diagrams of a quality never be- 
fore achieved. Throw-away carbon tape for constant brilliance 
of recording. One roll of carbon paper tape outlasts 100 rolls 
of recording paper. Paper feed reduction of 10:1 for long term 
tests of trains (optional). 


AUTOMATION Automatic start-stop paper feed 
Place a watch or movement on the microphone, the recording 
Starts; take it away, the tape stops. Tick amplifier for high and 
low sensitivity unresponsive to foreign noise interference 


a FUNCTIONAL DESIGN Brightly illuminated 
CHRONOGRAFIC working area, no shadows. Extremely large reading dial of 
highest precision. 


price $725.00 Complete with all accessories. 


Ask for our periodic Bulletin, “The Greiner Elec- AMERICAN GREINER ELECTRONICS. INC 
: ” ‘ ; c 
dge)aliom/i214a ele mars ]ale pee) mel-aalelal-jee-) ale lame) maal-manlele (cy 472 MAIN STREET, STAMFORD, CONNECTICUT 


of your choice. 
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at attractive price 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane; New York 38, N. Y. 








Read the Classified 
Section of JC-K 


on Page 147 


| Wider, 
| Rosenthal, 
_ Lloyd Lassner and Jimmy Theise, co- 
chairmen of social 
| meeting of the Club is Oct. 5. 

_@ The Diamond Dealers Club pledged 





TOP @& HAT 
CHARMS 


Sold only direct to Retailers 





WELLS MFG. CO., ATTLEBORO, MASS. 








ENCRUSTERS 


Stone and Gold Seal Engravers 
Drilling, Precious—Semi Precious Stones 


HARRY BRAUNFELD 


Encrusting over a quarter century 
71 NASSAU ST., NEW YORK 38, N. Y. 

















Complete Memorandum service 
to all accredited jewelers. 


World famous importers 
of rough and polished 


sa GENS 


Panther 


Lapidary 
Repair Service 


® Black Opal ® Ruby 

@ Star Sapphire ® Emerald 

® Natural JADE ® Cats Eye 

® Opal © Cultured Pearls 
© Amethyst ® Aquamarine 

® Topaz © Tourmaline 


PANTHER INTERNATIONAL LTD. 


21 West 47th Street 
New York 36, New York 
Judson 2-0411 


_Irvington House, Irvington, 





EAST 


= Kirtley E. Black resigned in June 
as president of Black, Starr & Gor- 
ham, Fifth Ave., New York, jewelers 
and silversmiths. 

ws Ten past chairmen of the jewelry 
division of the United Jewish Appeal 
were honored June 10 at the Hotel 
Pierre in New York, at the annual 
UJA dinner. The 10: Dave Kay; Nor- 
man M. Morris of Norman M. Mor- 
ris, Inc.; Benjamin Lazrus of Ben- 
rus Watch Co.; Stephen W. Hoffman; 
Sidney Fiddelman of J. Fiddelman 
& Sons; Max Elkon; Milton Weill of 
Arrow Manufacturing Co.; Max Ja- 
coby of Jacoby-Bender; Alex E. Arn- 
stein of Arnstein Bros. Co.; and 
Jacob Schaeffer of Shiman Bros.- 
Colonial. 

= New officers were elected recently 
by the Jewelers Square Club of New 


_ York. They are: Dave Levy of Elgin 
_ National Watch, president; Ed Seibel 
of B. D’Elia & Son, vice-president; 


Walter Dreher of Dreher Bros. & 
secretary-treasurer; Harry 
sergeant-at-arms; and 


welfare. Next 


all-out support to the United Jewish 

| Appeal at a rally May 13. Elias J. 
Stern is Club chairman. 

_@ A display of unusual watches and 

| other time devices was put on dis- 

play recently at the Bala-Cynwyd 


Shopping Center in suburban Phila- 


_delphia by Ernest A. Cramer of S. 


Kind & Sons, prominent Philadelphia 
firm. 

= Milton Blumenthal has been named 
operations manager of Tappin’s, Inc., 
14-store chain operating in New Jer- 
sey, New York and Pennsylvania. He 


| also continues as controller, a post he 
_has held for three years. 


= David Dab, president of Metro 


| Jeweiry Corp., 21 W. 46th St., New 
York, is on a buying trip to the 
_European designs 
_ manufactures jewelry. 

| @ Reuben N. Popkin, diamond im- 


markets. Metro 


porter at 580 Fifth Ave., New York, 


| returned recently from a buying trip 
| to the European diamond markets. 
_@ The Watchmaker’s Association of 


New Jersey, Inc., met June 9 at the 
N. d. 
Plans were made for the group’s 20th 


| annual dinner dance, set for Nov. 9 
_ at the Club Diana, Union, N. J. 


= Jewelers 24 Karat Association of 
Western New York held its regular 
annual meeting May 26 at the Hotel 
Lafayette, Buffalo. Annual reports 
were given, and election of officers 


| was held. 


ws Levy’s Jewelers, founded in Buf- 


| falo, N. Y., at the turn of the century, 
| is going out of business. The store has 


4 
Ld 


been leased by Kay Jewelry Co., 
whose other Buffalo store, at 5 E. 
Genesee St., will be moved into the 
Levy store at 521 Main St. 

= Foster Metal Products, maker of 
expansion watchbands and men’s jew- 
elry in Attleboro, Mass., has opened 
a New York sales office, at 15 Maiden 
Lane, Room 1606. Ernest Wegman 
will head the office. 

ws Morse Jewelers, Inc., has purchased 
Hepp’s Jewelers at 95 N. Pear! St., 
Albany, N. Y. President and treasurer 
of Morse is Martin J. Faigenbaum, 
who was associated for 35 years with 
Posner’s Jewelers in Troy, N. Y. 

ws Eric E. Siebert, designer and 
manufacturer of fine gold jewelry at 
665 Fifth Ave., New York, returned 
recently from a European buying 
trip. 

s Honora Jewelry Co. has moved 
from the 8th floor to the 11th floor at 
42 W. 48th St., New York 36. 

= Piaget, Swiss watchmaking firm 
founded in 1874, has opened a New 
York office, at 610 Fifth Ave. Larry 
Sparks represents the line in the 
U. S. and Canada. 

es At its June meeting, the Horologi- 
cal Society of New York held a mid- 
season social, saw a beautiful colored 
film on cultured pearls loaned to them 
by H. S. Strygler Co. 

= General Time Corp. has moved to 
new headquarters offices at 355 Lex- 
ington Ave., New York. Prior to the 
move the firm had been headquarter- 
ed for more than two decades at 109 
Lafayette St. Westclox’s regional 
sales headquarters was involved in 
the move. 

es Joseph Hochdorfer, for 56 years a 
silver craftsman for Tiffany & Co. 
in New York, retired recently, age 
77. Remarkable record: not one 
workday lost because of sickness. 

s Altman & Green Jewelers in Ithaca, 
N. Y., recently presented a diamond 
ring award to Coach Don Culligan 
of the championship Ithaca High 
School basketball team. 

s Joseph Schweiger, who had oper- 
ated a jewelry store at 730 Sansom 
St., Philadelphia for many years be- 
fore his retirement recently, died 
May 23. 

# Oscar Thomas, manufac“uring jew- 
eler and silversmith for 28 years in 
Easton, Pa., died May 8. He was also 
an engraver and watchmaker. 

= Garry Van Haste, 49, advertising 
manager of Handy & Harman, died 
May 30. He had been with the pre- 
cious metals firm for 17 years. 

# Morris Carrel, 86, jeweler in Buf- 
falo, N. Y., for 40 years, died May 3. 
» H. Randall Stone, 20, son of Mar- 
tin Stone, president of F. & F. Felger 
in Newark, N. J., died May 15 in an 
auto crash. 
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NEW 


=» John K. Hanson has been named 
manager of Tilden-Thurber’s Garden 
City, R. L,- store. Alfred Drummond 
succeeds Hanson as store buyer. 

ws Tone’s Jewelry Inc., 53 Bassett St. 
Providence, R. I., will move in late 
July to North Providence. President 
Anthony Spagnole said the 50-em- 
ployee firm will purchase the Mackie 
Worsted Mills building in North 
Providence. 

s Norman L. Sharfman of Sharf- 
man’s Jewelers in Worcester, Mass., 
was re-elected president of the jew- 
elry division of the Central Massa- 
chusetts Retail Association in May. 
Other officers: Frank M. Griswold of 
Chapin & O’Brien, vice-president; 
Robert S. Franks of Moulton Jewelry 
Co., treasurer, and Leonard Price of 
Kranich Bros., secretary. 

se Norman Altman Co. at 99 Bedford 
St. Boston, is new sales representa- 
tive for Watertown Manufacturing 
Co., maker of Melmac melamine din- 
nerware. 

e Gardner Silver Co. in Gardner, 
Mass., has been formed by Leonard 
Wolkoff, operator of two retail jew- 
elry stores in New York. New firm 
has purchased the tools, dies and 
equipment of the old Frank Smith 
Silver Co., whose flatware business 
was bought recently by Webster Co. 
= Directors and officers of the Massa- 
chusetts and Rhode Island Retail 
Jewelers Association have announced 
an outing will be held at the Com- 
monwealth Country Club, Newton, 
Mass., on Sept. 23. 

s “Elgin Night” was held by the 
Horological Society of Massachusetts 
May 19, with D. W. Leverenz, Elgin 
managar.«of product appraisal, as 
speaker. He presented a dramatic 
demonstration, illustrated by a mo- 
tion picture showing functions of the 
‘‘Elgin Dura-Balance.” A _ 20-to-1 
hand-made model of this watch was 
displayed. 

= Gerald Price, for four years with 
the Rogers Jewelry chain, has opened 
a retail store at 7 Pleasant St., Mal- 
den, Mass., named Price Jewelers. 

es Marvin J. Woronov, formerly in 
the retail jewelry business at 164-12 
Jamaica Ave., Jamaica, N. Y., has 


opened Warren Jewelry on Main St. 


in Pawtucket, R. I. 

= Leo Sandler of Sandler’s Jewelers 
in Gloucester, Mass., is operating 
Mallory Enterprises, Rockport, Mass., 
ships hand-painted ceramics on cop- 
per to the west coast. 
s Emil E. Fachon, 
president and director of Bulova 
Watch Co., and head of the firm’s 
Providence, R. I., plant since 1937, 
resigned May 30, according to Gen. 


executive vice- 
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ENGLAND 


Omar N. Bradley, board chairman. 
Fachon said future plans are indefi- 
nite. He had joined Bulova in 1926 as 
a toolmaker, took over management 
of the Providence plant in 1937. 

= Eastern Plastic Materials, Inc., a 
subsidiary of Plastic Materials, Inc., 
of Hicksville, N. Y., prime manufac- 
turer serving the jewelry and toy in- 
dustry, will build a factory in Woon- 
socket, R. I., employing 60 workers. 
s Jon Oakes is now in charge of the 
new hearing-aid department of R. C. 
Jewelry Co., Rumford, Me. 

= Dow & Stubling in Portland, Me., 
sold out recently to Max Colmes, 
owner of Mowry Jewelry Co., in 
Waterville, Me., and of Nicolson & 
Ryan in Augusta, Me. 

s A. C. Guite, jeweler in Waterville, 
Me., sold out recently, has retired. 

= Two new jewelry stores opened in 
New Britain, Conn., recently. Robert 
Sulkowsky, has opened Roberts Jew- 
elers at 22 Broad St.; and Evo Sebas- 
tionelli has started Sebastionelli Jew- 
elers at 8 Myrtle Ave. 

= Rogers Jewelry, Inc., Concord, 
N. H., has moved to a new location 
at 54 Main St., has tripled its sales 
space. 

es A. J. Charette, jeweler in Van 
Buren, Me., recently reopened his 
completely remodeled store. Original 
store was destroyed by fire. 

= Bob Parker, former salesman for 
D. C. Percival Co., and later for I. 
Alberts’ Sons in Boston, has taken 
over the jewelry firm of H. J. Whit- 
comb & Sons, Laconia, N. H. 

= Richard Case of Wolmer & Case, 
Willimantic, Conn., recently  pur- 
chased Smith-Keon, Inc., in Willi- 
mantic. 

s John Shardella is back on the sales 
staff of Barry & Epstein, 400-404 
Washington Building, Boston, after a 
stint with the U. S. Army. 

=» The entire New England staff of 
Sonax, Inc., held a sales meeting June 
1, with Oscar Goldberg, general man- 
ager, in charge. 

= John Van Tassell, for many years 
with the wholesale department of the 
Thomas Long Company, Boston, re- 
tired May l. 

= George Salisbury, engraver and 
carver, Room 604 Jewelers Building, 
Boston, died May 25. 

# Eldon T. Fox, jeweler of Campello, 
Brockton, Mass., died May 22. 


s Matthew Marandola, 63, president | 


and a founder of Rhode Island Pear! 
Co., who had lived in Providence, 
R. I., for 53 years, died June 1. 

w Charles Brier, 60, treasurer and a 
founder of Brier Manufacturing Co., 
Providence jewelry maker, died May 
24. 
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MANNING OPAL CORP. 


62 West 47th St. * New York 36 


PLAZA 7-4725 


ALL QUALITIES * ALL SIZES 











Nationally well known, 


highly respected, specialized, 
successful establishment, sell- 
ing to best retail jewelry 
stores, with sales exceeding 
$400,000 and with further 
growth potentials, seeks mer- 
ger with fine, reputable con- 
cern wishing to expand or 
diversify. Will consider in- 
quiry only from responsible 
and well listed concern. Prin- 
cipals only. 


Address *'5127°", c/o JC-K 
Chestnut & 56th Sts., Philadelphia, Pa. 
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WATCHES 


14K ime gold 


with CRYSLER or 
NAME BRAND MOVEMENTS 
DIAMOND WATCH CASES 
To Fit Name Brand Movements ‘> 
LOOSE AND MOUNTED DIAMONDS (ZBI 


AVAILABLE TO RATED JEWELERS 
ON 3 DAY MEMO. 
State Price Range Desired 
e 


7 & 17 JEWELED LEVER 
In all types of LADIES’ & MEN'S 
Watches 
THINNEST WATERPROOFS 
& AUTOMATICS 
ce 
A BETTER QUALITY 
1-JEWEL PIN LEVER 
Promotional line in Ladies’ novelty & fashion styles 

Men's extra thin watches & alarm clocks 


CRYSLE 


WATCH & 
JEWELRY CO. 











MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware BELLEEK China 
MASON’S Ironstone Ware 


129 Fifth Avenue, New York 3, N. Y. 




















Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 


149 Sth Ave., New York 10, N. Y. 
AL. 4-0104 




















WEDGWOOD 
1759-1959 


Bone China Dinnerware, Queen's Ware 
Jasper aad Black alt 


JOSIAH WEDGWOOD & SONS, INC. 


662 Mission Street, San Francisce 5, Calif. 
24 Eost S4th Street, New York 22, New York 




















\GPp 
SAPPHIRES 
$1.25 per carat 


“ In lots of 50 carats or more, 
ty Ans assorted sizes. Refund if re- 
Porte turned in 10 days. Mail 


checks to: 
INTERNATIONAL GEM & PEARL CO. 
220 W. Sth St., Los Angeles 13, Colif. 


BLACK STAR 
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ws Midas Jewelry Manufacturing Co., 
maker of costume jewelry at 2944 W. 
Armitage Ave., Chicago, IIl., has 
changed its name to Costume Jewelry, 
Inc. Chaskael Roter is president, 
Jack Fefferman, secretary; latter had 
been associated with “Jewels By Bo- 
goff” for 26 years in Chicago. 

= Charles S. McKay, 61, died in May. 
He and his wife had operated a jew- 
elry store in Oak Lawn, IIl., since 
1935. McCay had before that been em- 
ployed by A. C. Becken Co. in Chi- 
cago for 17 years. 

s The Chicago Jewelers’ Association 
held its annual meeting and election 
of officers May 21 at the Palmer 
House. Re-elected for 1959-1960: 
Marshall Spies, president; Al Greene, 
vice-president; Jack Prins, treasurer; 
Francis Healy, secretary. Newly 
elected directors (for two year terms) 
are: Leonard Crane of Engelhard In- 
dustries, Thomas Blair of A. C. 
Becken Co., Wilbur Cureton of New- 
all Manufacturing Co., and William 
Kaufman of A. Hirsch Co. Members 
and guests had dinner in the Empire 
Room, were entertained by Carol 
Channing. 

s The annual Chicago Jewelers’ Asso- 
ciation Golf Outing was held at the 
Elmhurst Country Club July 9. Al 
Lauschke of Handy & Harman was 
program chairman. 

= The Jewelers’ Association of 
Greater Chicago held its monthly 
meeting of members and associates 
at the Morrison Hotel June 10. Alex 
E. Berke, president, chaired the ses- 
sion. 

= Vincent F. Chapman, Secretary of 
the Jewelers’ Board of Trade Provi- 
dence, attended the watch material 
dealers’ convention, held at the Drake 
Hotel, and the National Wholesale 
Jewelers Association 52nd annual 
convention at the Edgewater Beach 
Hotel, Chicago. 

= The Golden Roosters held its an- 
nual golf outing and initiation at 
Itasca Country Club June 25. Candi- 
dates voted for initiation: Harold 
Corr of Elgin National Watch Co.; 
Bernard Gassin of Gunst, Kanow & 
Gassin; Art Kuhfus of Stein & Ell- 
bogen Co.; Raymond Wagner of 
Berco Watch & Jewelry Co.; Irving 
Ringel of I. Ringel & Co.; James Wil- 
son of C. & E. Marshall Co.; Mel 
Gunst of Gunst, Kanow & Gassin; 
Ernest R. Teschner of Engelhart In- 
dustries; Robert Ryan of Shaver Di- 
vision of Remington Rand. 

= Kincaid Jewelry has opened in the 
Stow-Kent Shopping Center near 
Kent, Ohio. Owner is Ray Kincaid. 
= The 12th store in the Helzberg’s 
chain will open Aug. 1 in Clinton, 
Iowa. A 18th store is also being 
planned, in Salinas, Kan. Chain was 
founded in 1915, headquarters in 
Kansas City. 

= Goode’s Jewelry in Moberly, Mo., 
is going out of business after 25 


“WES | 


years of operation there. 

= Dwight E. Casler, watchmaker for 
Kent Jewelers in Royal Oak, Mich., 
has been elected first vice-president of 
the Watchmakers Guild of Michigan. 
= May Jewelry Co. in Marion, Ohio, 
has moved into new, remodeled quar- 
ters at 190 W. Center St. A new 
greeting card and gift-wrapping de- 
partment has been added. 

s Kenneth Shupe and Charles Ayres 
of Casper, Wyo., have purchased 
American Jewelry Co. in Sheridan, 
Wyo., from Mr. and Mrs. Stanley 
Greenhalgh. Both Ayres and Shupe 
have been in the jewelry business for 
13 years. 

ws Rost Credit Jewelers, a new firm, 
has opened at Third and Jefferson 
Sts., Dayton, Ohio. Fred Weber and 
Louis Jaffee are owners. 

= Maurel Rothbaum, president of 
Rost Jewelry Co. in Indianapolis, 
has been elected secretary of the 
city Merchants Association. 

we A. J. Cutler, one-time owner of 
his own business, has joined Delaine 
Jewelry Co., Detroit wholesale jew- 
eler. 

= Kortz Jewelry Co., Denver jewelry 
firm for 67 years, has opened a 
branch store in nearby Aurora. Ben 
Kortz is president. 

= Jerry Zimmer, president and gen- 
eral manager of Francis Jewelry Co. 
in Alliance, Ohio, has been elected 
chairman of the retailer division of 
the Alliance Area Chamber of Com- 
merce. 

= Leon Doubet has moved into larger 
quarters at 12 S. Main St., from 51 
S. Main St., Niles, Ohio. 

s Lockard’s Suburban Jewelry has 
opened at 2211 E. Linn St. in sub- 
urban Springfield, Ill. Robert Lock- 
ard is owner, Vic Williams manager. 
= Burwood Products in Traverse 
City, Mich., maker of “Arabesque” 
moulded-wood wall accessories, has 
moved its national sales force office to 
Chicago’s Merchandise Mart. The 
firm also has doubled the manufac- 
turing area of its Traverse City 
plant. 

= Dormeyer Corp., maker of elec- 
tric appliances, held its second an- 
nual Distributor Sales Meeting May 
23 in Chicago. Seven fall promotions 
were presented. 

= James Heldman and John Schwab 
of A. G. Schwab & Sons in Cincinnati 
returned recently from a buying trip 
in Providence and New York. The big 
wholesale jewelry firm has installed 
air conditioning throughout its offices. 
= Malcolm Jewelers in Moline, IIL, 
has purchased Algers Jewelry in Iowa 
City. New store will be operated as 
Malcolm Jewelers. Richard J. Mal- 
colm is manager. 

= These officers were elected for 
1959-1960 by the Milwaukee Whole- 
sale Jewelers Association: Herman 
Weingrod, president; Robert B. Hin- 
din, vice-president; Helen M. Stetter, 
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secretary -treasurer. Election was 


held May 19. 


= Jewel Shop at 132 W. Michigan 
Ave., Kalamazoo, Mich., has been 
purchased from William J. Reuba by 
A. E. Mackie & Son. Store will be 
operated by Raymond Mackie. 


= Mart Jewelry Co. in Youngstown, 
Ohio, recently stepped up production 
of its popular trophies line. 


s Ruby Levey, 62, a Toledo, Ohio, 
jeweler for 41 years as partner of 
Osterman-Levey, died in May. 


= Stanley Lydecker, 81, former secre- 
tary-treasurer and general manager 
of Cowell & Hubbard Co. in Cleve- 
land, died May 10. 


= Dale Campbell has been named 
supervisor of advertising for Jeffer- 
son Electric Co. in Bellwood, Ill. Firm 
makes Jefferson clocks. 


THE 


= Kathryn M. Everhart, partner with 
her husband of Everhart Jewelers in 
Fairfax, Va., has been elected presi- 
dent of the Washington Guild of the 
American Gem Society. She has been 
active in the Guild since 1950. Other 
officers-elect: Charles Schwartz of 
Washington, vice-president; Anton 
Boespflug of Alexandria, Va., secre- 
tary; Thomas Tilghman, Jr., of An- 
napolis, Md., treasurer. 

ws Norman C. Lentz, former president 
of the Merchants Association of Sal- 
isbury and Spencer, N. C., has been 
elected president of the Junior Cham- 
ber of Commerce of Salisbury. He is 
owner of Norman’s Jewelry, Inc. 

= Harry A. George, Jr., president 
and general manager of Keller & 
George, Jewelers, is new president of 
the Retail Merchants Association cf 
Charlottesville, Va. 

= Brother Pearson, watch and jew- 
elry repairman in Lenoir, N. C., has 
opened his own store, named Pear- 
son’s Jewelry, on N. Boundary St. 
Pearson had for 15 years worked for 
Brawley Jewelry. 

« Barringer’s Jewelry will move soon 
into the newly-remodeled former J. E. 
Lowe building on S. Main St., Mul- 
lins, S. C. Martin Barringer is owner. 
ws City Jewelers has moved into its 
new store at 48 Third St., Winter 
Haven, Fla. Owners are Mr. and Mrs. 
E. N. Griner. 

= Martin & Herbert Jewelers, Inc., 
has opened at 627% Milam St., 
Shreveport, La. Co-owners are Tom 
E. Herbert and John M. Martin; as- 
sociates include J. D. Youngblood 
and E. M. Venable. 

# Paul M. Hamilton, owner of Ham- 
ilton Jewelers in Charleston, S. C., 
has opened a new store in nearby 
St. Andrews Shopping Center. Store 
employs six persons, occupies 1200 
feet of floor space. 

= Goble’s Jewelers in Newton, N. C., 
has doubled its showroom space. 
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= Fred Cromar recently retired as 
vice-president and general manager 
of C & E Marshall Co. Cromar, who 
entered the jewelry business as er- 
rand boy for O. B. Knight Co. in Win- 
nepeg, Canada, in 1908, first joined 
C & E Marshall in 1921 as salesman 


for Michigan and northern Wisconsin. | 
In 1923 he joined Herkner Jewelry | 


Co. of Grand Rapids, Mich. He was 


manager of Herkner’s repair depart- | 
In 1936 he re- | 
joined C & E Marshall Co. as man- | 


ment for 13 years. 





ager of the technical department. In | 


1940, Cromar became manager of the | 


manufacturing division, in charge of 
the entire factory. 

= Richard McCaffrey has opened his 
own watch repair shop at 3265 Mon- 
roe St., Toledo, Ohio. He was form- 


erly with Martin Jewelers at 620 | 


Main St. 


SOUTH 


= Bob Frank and Jerry Simon re- | 


cently purchased their fourth store, 
from Rogers Jewelers in the Town & 
Country Shopping Center, Ports- 
mouth, Va. Store name will remain 
the same. Manager is Jimmy Smith. 
=» A jewelry department has been 
opened on the first floor of Lovemans, 
Inc., Chattanooga, Tenn. Supervisor 
is Rex Evatt. 

= Gordons Quality Jewelers, credit 





jewelry store chain, has announced | 
it will open two more stores in the | 


Nashville, Tenn., area. The first Gor- 
dons store in Nashville was opened 
in 1955 at 246 Fifth Ave. Firm head- 
quarters are in Houston. 

= Richard L. Smith has opened a 
jewelry sales and watch repair store 
at 113 Bank St., Weston, W. Va. 


= Winston-Salem Watchmakers Guild | 
held its regular monthly meeting May | 
14. Guest speaker was Sam H. Ridg- | 
way, district representative for El- | 


gin National Watch Co. 

= Kirk-Corner, the Towson store of 
Samuel Kirk & Son, Inc., has been 
named a winner in the 1959 Archi- 
tectural Awards Contest conducted 


by the Baltimore Association of Com- | 


merce. 
= Harry E. Bartz, 53, partner in 
Bartz & King Jewelers, Ring Build- 
ing, Washington, D. C., died in May, 
during a trip, in Lausanne, Switzer- 
land. 

= Sigmund Katz, 81, chairman of the 
board and co-founder of S. & N. Katz, 
Inc., Baltimore, Md., jewelry firm, 
died May 6. Sigmund and his brother 
Nathan founded the firm in 1902; it 
is now one of Maryland’s largest. 

= S. A. Stanley, 66, Miami Beach and 
Surfside jeweler for more than 30 
years, died in May. He was a member 
of the Miami Retail Jewelers Associa- 
ation. 

= Earl Cleveland Clark, Sr., 73, jew- 
eler in Clarksville, Tenn., died in 
May. 
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Jewelry Stocks Wanted: 
CASH WITHIN 24 nouns for S 


DIAMONDS 
WATCHES 
JEWELRY 
PEARLS 


CALL COLLECT FOR CONSULTATION 
Telephone: DEarborn 2-3407 


vA. We 1c rC aes 


All inquiries Strictly Confidential 
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welers Boo Your Lecel 
of Trade Bonk 


Division of M. Y. Finkelman Company 
29 8. Madisen %., Chicege 2, il. 
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French Hand Beaded 
PARIS PURSES and 
MATCHED ACCESSORIES 
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HOUSE OF NASH 


316 Barrow St., Jersey City 2, 
HE 5-5900. (D irect N. Y. Di | $1230) 


N. Y¥. Showroom 10 W. 33rd St. 
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Especially in Wedding 
Rings. The new I4K gold 
rings by Certified are de- 
signed to sell on sight. 
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JEWELRY, CHINA 
OBJECTS D'ART 


AUCTION 
SERVICE 


Experience is the hall-mark 
of the times. 


Our services are being put to use 
for firms like the Partridge Jewelers, 
Burwell, Neb., population 1400; 
The six leading jewelers of St. 
Louis, Mo., all in one big group 
auction sale in 1932; Feagans Com- 
peny, Los Angeles, with cash re- 
sults of $1,411,000 to complete 
their liquidation; Geiger & Ament, 
Louisville, Ky., one of the nation’s 
best firms; The George W. Heffer- 
nan close-out in 1958, a store carry- 


ing normaily $500,000. 


One Close-Out After The 
Other For 1959 


Down To Key In The Door 


a 


— 


AMERICA'S 


BEST KNOWN 
JEWELRY AUCTIONEER 


It affords me much pleasure, wrote George 
W. Heffernan of Memphis, Tennessee, to 
recommend Thomas J. Faussett of Howell, 
Michigan, as a high class auctioneer for 
high class jewelers who are about to 
retire as I did. 

First of all, he is honest, enjoys a fine 
reputation, is a man of great talent and 
has had a vast experience in liquidating 
fine stores. He is trustworthy in every 
way and highly regarded by the top men 
of the trade in America. Our sale was 
attended by the elite of the city who fell 
in love with him the very first session of 
our sale. 

This auction started on January 8 and 
ended January 31, 1958. I was well pleased 
with the results. Working the sale en- 
tirely alone, he disposed of the balance 
of our stock, consisting of Diamonds, 
Solid Gold Jewelry and Platinum Goods 
and Fixtures. 

We are sure if you contemplate liquidat- 
ing a fine store that it will pay you to 
have a conference with Mr. Faussett.— 
G. W. Heffernan, 4115 Poplar Ave., 
Memphis, Tennessee. 


Forty years an advertiser with this, the 
oldest jewelry trade journal in America. 


THOMAS J. FAUSSETT 
321 FLEMING STREET 
HOWELL, MICHIGAN 





Se souTHwest uf 


es The anti-fake-advertising bill, 
which has been sponsored by the 
Texas Jewelers’ Association, has been 
passed by both branches of the Texas 
legislature and is expected to be 
signed by the Governor. It makes 
illegal the use of the word “whole- 
sale” in advertising goods sold at re- 
tail. 

es John E. Willis, Jr., office manager 
for Arthur A. Everts Co., has been 
elected president of the Oak Cliff 
Lion’s Club, Dallas, Tex. 

w Arlene Hershey, educational man- 
ager of Hamilton Watch Co., pre- 
sented the company’s famous line of 
antique watches at a showing May 
12 at the St. Charles Hotel, New Or- 
leans, La. 

= Gordon’s Quality Jewelers has 
opened its fourth San Antonio store, 
at 842 Southwest Military Drive. 
Louis Goldberg is manager. 

= Windsor Jewelry of Houston, Tex., 
opened Apr. 17, in the new Windsor 
Plaza Shopping Center at Richmond 
Ave. and Post Oak Road. 

» A gem and mineral show with ex- 
hibits worth $1,000,000 was staged 
in McAllen, Tex., May 1-8 by the 
Texas Gem and Mineral Society. It 
was the largest showing ever made 
in the state. 

s According to the Bureau of Busi- 
ness Research of the University of 
Texas, retail jewelry store sales for 
March were 15 per cent above Feb- 
ruary sales, compared to a 7 per cent 
increase for all lines of retail busi- 
ness. 

= The Maricol Gift and Jewelry 
Shop in the Dellwood Shopping Cen- 
ter, Austin, Tex., has been purchased 
by Mr. and Mrs. Walter Burkland, 
who have just completed remodeling 
and redecorating the store. 

= Fulwiler Jewelers has moved from 
118 Chestnut St. to a new and larger 
store at 1056 N. Second St., Abilene, 
Tex. 

s J. L. Montgomery, of Artesia, N. 
Mex., has joined the sales staff of 
Don Henderson of Ada, Okla., selling 
McKenna Ultrasonic machines. 

s Tom Hunnicutt, former owner of 
Dumas Jewelry in Dumas, Tex., has 
opened Hunnicutt’s Jewelry at 915 
Tyler St., Amarillo, Tex. 

e Richard Jayne of Youngstown, O., 
has been appointed sales representa- 
tive for Hamilton Watch Co. in Texas 
and Oklahoma. He is a graduate of 
Drexel Institute of Technology in 
Philadelphia. 

= Ben Morris, Jewelers, in Dallas, 
advertised as “The First Discount 
Jewelry Store in Texas,” has an- 
nounced it is going out of business. 

= Johnson Jewelry has moved to new, 
larger quarters at 963 Main Ave., 
Durango, Okla. 

= Waters Jewelry Co. has opened in 


the Towne Plaza South Shopping 
Center, Fort Worth, Tex. 

= Sid Prague has sold his interest 
in Prague-Kurtz, Houston watch 
materials supply company, to the 
corporation. Ed Kurtz, Jr., now con- 
trols the business. 

s After completing his term of ser- 
vice with the U. S. Air Force, Ben R. 
Hammond, Jr., youngest son of Rigs- 
by Hammond, has joined his father 
and uncle in the operation of B. M. 
Hammond Co., San Antonio, Tex. He 
is the third generation of the family 
to enter the firm. 

= Raul A. Gomez, formerly with 
Hertzberg’s Jewelry, San Antonio, 
Tex., has opened his own watch and 
jewelry store at 725 Alamo National 
Bank Building. He is a certified 
watchmaker and is treasurer of the 
Texas Watchmakers Association. 

=» James Warren Howell, who owns 
Howell’s Credit Jewelers in Madill, 
Okla., recently moved his business to 
a remodeled building at 111 8S. First 
St. 

= Extensive remodeling was done re- 
cently at I. T. Milton Jewelry in 
Garber, Okla. 

= Bernard Gordon, who with his wife 
Mildred has operated Tipton’s Jew- 
elers in Shawnee, Okla., for 13 years, 
has purchased Kalk’s Jewelry, 200 
S. Main, Tulsa, Okla. Mrs. Gordon 
is now managing Tipton’s. 

= Bob Shedrick, who operates Shed- 
rick’s Credit Jewelers in Stillwater, 
Okla., recently purchased Perry Jew- 
elry, Perry, Okla. 

= New address of Wilson’s Jewelry 
in Guymon, Okla., is 409% N. Main. 
Formerly located at 314 N. Main, the 
business has been operated by Mr. 
and Mrs. Cecil Wilson for more than 
12 years. 

= New address of the executive offi- 
ces of Texas Jewelers Association is 
Suite 2004, The Dallas Trade Mart, 
2100 Stemmons Freeway, Dallas, Tex. 
This also is the new address of the 
executive office of TOLA Tumble- 
weeds, Southwestern Gift & Jewelry 
Traveling Men’s Association. 

= Texas jewelers are vigorously op- 
posing a measure before the Texas 
legislature that would impose a 10% 
state jewelry sales tax. All association 
members have been urged to contact 
their senators and representatives on 
the matter. 

«s A membership campaign in prog- 
ress by TOLA Tumbleweeds, South- 
western Gift & Jewelry Traveling 
Men’s Association, is aiming at 300 
members by 1960. Joe Higginbotham, 
Dallas, is chairman of the member- 
ship committee. New members re- 
cently welcomed: Seymour Leff; Joe 
P. Acker; Frederick W. Osborne; 
John J. Rosner; Robert Karlebach; 
Edward Griggs; and Ben Blatterman. 
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WEST COAST 


s Churchill’s Jewelers opened re- 
cently in its new location, 1015 State 
St., Santa Barbara, Cal. New quar- 
ters more than double the former 
space at 1009 State St. Threshold of 
the store is a 50-square foot free- 
form slab of cement into which hun- 
dreds of gems are embedded. Stones 
include blue sapphire, amethyst, tour- 
maline, topaz. The slab is half inside, 
half outside the store. Churchill’s is 
owned by Richard M. Kern, who pur- 
chased it in 1937. It was founded in 
1919 by Roy Churchill. 

= J. Jessop & Sons, 225 Third Ave., 
Chula Vista, Cal., has named Keith 
Peterson new manager. Richard 
Jessop, Jr., whom he succeeds, has 
moved to the main Jessop store in 
San Diego. 

# Pasadena Jewelers, 335 E. Colo- 
rado Blvd., Pasadena, Cal., has been 
purchased by Mill’s Jewelers, Inc. 
Mill’s also owns and operates Law- 
son’s Jewelers in Long Beach. 

« Emery Fried, owner of Redondo 
Jewelers in Redondo Beach, Cal., 
has opened a new store in the Lin- 
coln Park Center of Buena Park. He 
will devote all his time to the new 
store, to be known as Lincoln Jewel- 
ers, will have a manager for the Re- 
dondo Beach store. 

= Joe Hartestein of Hart’s Jewel- 
ers in Bellflower, Cal., was selected 
to lead the merchants division of the 
Bellflower Chamber of Commerce for 
the 1959-60 term. 

es John Gillingham, Les Williams, 
Bruce Cooper, Murray Vogel, Robert 
Mendelson, and Robert Gardner, all 
salesmen of Calan Co., 448 S. Hill 
St., Los Angeles, and Herman Babich, 
general manager, spent a week in 
May visiting the Speidel factory in 
Providence, R. I. The firm is exclu- 
sive distributor of Speidel products 
in California, Arizona, and Nevada. 
= Nat Buffington, for 30 years with 
E. W. Reynolds Co., is now repre- 
senting Swirsky & Ehrlich in Los 
Angeles. 

s William Ames, jeweler, moved 
July 1 to his new shop at 355 Kearny 
St. in San Francisco. 

« Milo Braskamp has joined Ber- 
nard Jewelers, 528 Geary St., San 
Francisco. He _ will specialize in 
jewelry manufacturing, special order 
platinum work and watchmaking. 

= The June meeting of the Contra 
Costa Watchmakers and Jewelers 
Guild was held June 2 at the Con- 
cord Elementary School. The film 
“Incabloc” was shown. 

s Hugo J. Odetto has been named 
western regional sales manager for 
Parker Pen Co. His headquarters is 
278 Post St. in San Francisco. 
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ws Eagle Clock Co. of 2030 Broadway, 
Oakland, Cal., has been bought by 
Kiki Akiko Kishida. Firm specializes 
in clock and watch repairing, was 
formerly owned by Howard P. Nel- 
son. Miss Kishida, a resident of the 
U. S. for the past two years, is a 
recent graduate of Van Slyke School 
of Watchmaking in Oakland. She was 
in the jewelry business for eight 
years in Osaka, Japan. 

= Ronald L. Podro has become a 
partner in the firm of Paul F. Hes- 
ter, diamond cutter and importer at 


760 Market St., San Francisco. Podro, | 


who has 20 years of experience in the 
diamond industry, will call on the 
trade. 

s Lawrence J. Katz recently pur 
chased Associated Jewelers, 1624 
Franklin St., Oakland, Cal., from 
Ralph W. Larock. Firm offers com- 
plete manufacturing and repair ser- 
vice for the trade in northern Califor- 
nia. Katz has been in the industry 
for 10 years, the last four as Athena 
Jewelers in Oakland. 

« Guthrie’s Jewelry has moved, after 
12 years in Paso Robles, Cal., to 7:9 
Higuera St. in San Luis Obispo. 
Owners are Mr. and Mrs. Haskell W. 
Guthrie. 


s Aleta McGuire has been named | 
manager for the silver and china de- | 
partments of Slavick Jewelry Co. in | 


Riverside, Cal. Mrs. McGuire, wife 
of an Air Force lieutenant colonel, 
will also serve as bridal consultant. 
= The newest branch of Lane’s Jew- 


elers, California jewelry store chain, | 


has been opened in Taft, Cal. Firm 


has branches in Bakersfield, East | 


Bakersfield, Delano and Porterville. 
Owner fs Bill Hulings. 


= LeRoy’s Jewelers, California jew- | 


elry store chain, has purchased Gil- 
bert’s Jewelers at 343 Pine Ave., 
Long Beach. Manager of this fifth 
of the chain’s stores is Warren Cupp. 
= Kenneth William Eberle, 44, who 
entered the jewelry business in Han- 
ford, Cal., with his father, William 
M. Eberle, in 1935, died recently. 

ws William Silas Taber, 83, for almost 
70 years a jeweler in San Francisco, 
died in May. He was active in civic 
and fraternal circles, was a director 
of the San Francisco Boy’s Club. 

=» Hugh N. Cameron, 69, jeweler in 
Los Angeles, died May 17. 

ws Helen Royce, associate of Morgan 
& Allen Co., San Francisco whole- 
sale jewelry firm, since 1921, died re- 
cently. 

s H. Bradley Barker, 45, advertising 
manager and director of LeRoy’s 
Jewelers in Los Angeles, died re- 
cently. A veteran of World War II, 
he was with LeRoy’s for 14 years. 
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CREDIT JEWELERS 


@ CHRISTMAS CATALOGS 


Made to your order. 75 pages 
of stock brands to choose from. 


© CREDIT FORMS 


Receipt Books, Instaliment 
Contracts, Ledger Sheets, etc. 


Samples Sent Free 


S.J. SURNAMER CO., Inc. 
253 W. 26 Street New York 1.N. Y 














EMERALDS 


| Loose or mounted. Memo selections to rated 
| jewelers. Write 


I. WIDESS & SONS 


MAdison 6-1471 
220 W. Sth Street, Los Angeles 13, Calif. 








ARTHUR W. FIELD 
MANAGEMENT CONSULTANT 
9591 Random Drive * Anaheim, California 


Specializing in ethical close out sales 
involving $100,000 or more of inventory 
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Executive Appointments 








John R. O’Kane and Raymond J. 
Artabasy have been named re- 
spectively general sales manager 
and sales manager, sterling flat- 
ware, for The Gorham Co., Provi- 
dence, R. I. O’Kane joined Gor- 
ham in 1934 as a field representa- 
tive, has served as sales manager 


Raymond J. Artabasy 
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Roy F. Frankel 


for both sterling hollowware and 
sterling flatware. Artabasy was 
Chicago district manager for Gor- 
ham. 

H. E. Corr has been appointed 
vice-president for administration 
for Elgin National Watch Co. 
Corr, who joined Elgin in 1924, 
Was vice-president and general 
manager. He is a graduate of 
West Point and of the University 
of Illinois. 

S. D. Moorman has been named 
vice-president and general man- 
ager of the watch division of El- 
gin National Watch Co., succeed- 
ing H. E. Corr. Moorman joined 
Elgin as vice-president of watch 
marketing in 1957. He graduated 
from the University of Minnesota 
in 1937. 

Burrill M. Getman, vice-president 
for marketing at Gorham Manu- 
facturing Co., has been elected to 
the firm’s board of directors. Get- 
man earlier this year was named 
a director of Black, Starr & Gor- 
ham, Inc., Gorham’s big New York 
retail subsidiary. 

Craig Mulvany has been appoint- 
ed vice-president and _ general 
manager for Harry B. Mahan Co., 
Inc., Indianapolis maker of jew- 
elry boxes and displays. 

Jack A. Pope, native of Toronto, 
Canada, has been appointed gen- 
eral manager and member of the 
board of directors of Hamilton 
Watch Co. of Canada, Ltd. Pope 
had for 13 years been with Gruen 
Watch Co. of Canada. 

John G. Mack and George Parker 
have been named vice-presidents 
of Parker Pen Co., Janesville, 
Wis. Mack will manage the firm’s 
U. §S. division. Parker will head 
domestic sales. 

Norman Gladney has been named 
general sales manager and Wil- 
liam Walter Israel controller of 
newly-formed Golden _ Shield 
Corp., Great Neck, N. Y.. 

Roy F. Frankel has been named 
managing director of Elgin Watch 
Co., Ltd., in Toronto, Canada. 
Frankel, who once was sales pro- 
motion manager for Jacques 
Kreisler Manufacturing Corp., 
joined Elgin in April 1959. 


S. D. Meorman 


David Anderson 


David Anderson, who joined Bul- 
ova Watch Co. in 1942, and be- 
came vice-president in 1957, is 
now chief of Bulova plants in 
Providence, R. I., and Sag Harbor, 
N. Y., and is a member of the 
firm’s operating committee. He 
replaces Emil E. Fachon, who re- 
signed May 31 after 33 years of 
service at Bulova. Fachon was at 
one time president of American 
Standard Watch Case Co., a Bul- 
ova subsidiary. 
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Personnel 











William A. Ridge recently joined 
Chemical Products Corp., East Provi- 
dence, R. I. He will cover the Rhode 
Island area for the company’s lacquer 
division. 


Hamilton Watch Co. has appointed 
three new sales representatives: 

William B. Puffer will cover parts 
of Maine, New Hampshire, Vermont 
and Massachusetts. 

Richard Jayne will cover the Okla- 
homa and Texas areas. 

C. Richard Horst will cover eastern 
New York and eastern Pennsylvania. 


William Ridge William Puffer 


C. Richard Horst 


Richard Jayne 


William W. Weinstein has been 
named office manager and accountant 
for Herold Radio & Electronics Corp. 
He will also be responsible for office 
management of Herold’s subsidiaries: 
Steelman Phonograph & Radio Co. 
and Roland Radio Corp. 


Jack H. Roberts has been promoted 
to district sales manager of Hamilton 
Beach Co. His headquarters will be at 
2350 Washington St., San Francisco. 
His territory will include the Bay 
Area. 


Ace Plastic Co., Jamaica, N. Y., 
manufacturer of plastic beads, balls, 
caps and shapes for costume jewelry, 
has appointed Herman Kaplan sales 
representative for the Providence, 
R. IL. area. Kaplan will make his 
headquarters at 45 Arland Dr., Paw- 
tucket. 


Neal Banter has been appointed 
carton sales director for the midwest- 
ern operations of Federal Paper 
Board Co. Banter has been with the 
Lindley Box & Paper division of Fed- 
eral for 25 years. He will continue to 
direct carton sales for that division. 
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Zippo Mfg. Co. recently announced 
these personnel changes: 

Donald D. Digel, former midwest- 
ern regional manager, has been 
named assistant sales manager. He 
has been with Zippo since 1952. 

Howard L. Fesenmyer, former of- 
fice manager, succeeds Digel in the 
midwestern regional manager post. 
Fesenmyer was formerly with Gen- 
eral Motors Corp. 


Donald D. Digel H. L. Fesenmyer 

Paul O’Connell has been appointed 
merchandise manager of department 
and jewelry stores by Schick Inc. He 
was formerly with Swank, Inc. 

Schick Inc. also announced the ap- 
pointment of four new district service 
merchandise managers: Fred M. 
Cressman of Rockland, Mass., will 
serve the New York area; Leslie J. 
Elder of Los Angeles will serve San 
Francisco; Louie H. Killough of Okla- 
homa City will serve Atlanta; and 
James W. Morrow of Akron, Ohio, 
will serve Chicago. 


Alvin Levine Paul O'Connell 


Alvin Levine has been appointed 
district sales representative for the 
Long Island and southern New En- 
gland area by Golden Shield Corp. He 
was formerly national director of 
field merchandising for The Watch- 
makers of Switzerland. He is a mem- 
ber of the Diamond Peacock Club and 
the Empire Boosters. 


M. C. Thomas has joined the sales 
staff of Beattie Jet Products, Inc., as 
New York representative. He will 
cover the entire state, except New 
York City and Westchester. His head- 
quarters will be in Springville. 


Bufkor, Inc., has announced a re- 
alignment of sales territories for its 
Buffalo Jewelry Case division and its 
William Korn Display division: 

Max Bookner will cover Georgia, 


Florida, North Carolina, South Caro- 
lina and Alabama; John Steigerwald 
will cover Virginia; Kentucky and 
Tennessee will be handled by Mort 
Wagner; and Dick Gilbert will cover 
Louisiana, Arkansas, Mississippi and 
parts of Texas and Oklahoma. Wil- 
liam Korn is the company’s south- 
western sales director. 


Saxony Jewelry Co., new division 
of Swank, Inc., has announced the fol- 
lowing personnel appointments: 

Gerald Eckland has been appointed 
general sales manager of the divi- 
sion; Nicholas G. Anitole has been 
named southern and southwestern 
representative (he will operate out of 
Fort Lauderdale, Fla.), and Harold 
E. Beatty has been named West Coast 
representative (his headquarters will 
be at 448 S. Hill St., Los Angeles). 


H. Philipp Hemmingsen has been 
appointed director of design of the 
silver division of Gorham Mfg. Co. A 
native of Denmark, he was art direc- 
tor of the Danish “Show of the Fu- 
ture” in 1940, the “Poster and Design 
Fair” in 1944 and was art director 
and designer of the international 
trade fairs in Copenhagen in 1945, 
1946 and 1947. Prior to joining Gor- 
ham, he was senior designer at the 
Museum of Natural History in New 
York. 


Charles B. Perry has been ap- 
pointed southern regional sales man- 
ager for Mautner Co., jewelry box 
and display manufacturer. He was 
formerly with Hamilton Watch Co. 
and Gemex. 


Ed Griggs Oscar Groll 

Ed Griggs has been named Texas 
representative for New Hermes En- 
graving Machine Corp. He was for- 
merly stationed in Chicago. His new 
office will be at 6407 Richmond Ave., 
Dailas. 


Oscar Groll has been appointed 
sales representative for Sweet Mfg. 
Co., Attleboro, Mass., manufacturer 
of jewelry chain and findings. He 
will cover California, Washington and 
Oregon. 


Correction 
Stanley Manne is no longer repre- 
senting Squire, Inc. He terminated 
his association with the Taunton, 
Mass., firm in September 1958. Louis 
Stern has succeeded him. 
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Bulova's repair system has 
more than 500 parts: $125.45 


Bulova says its new repair system 
includes more than 500 of the most 
needed repair parts for repairing up 
to 182 Bulova watch models. 

The parts are contained in two steel 
cabinets designed for accessibility and 
stacking. The complete system sells 
for $125.45. (Separately, the two as- 
sortments cost $10 more.) 

The company says that the value of 
the repair parts alone is $250. Bonus 


items include a 15-inch illuminated 
advertising clock, promotional mate- 
rial, parts interchangeability cata- 
logues and a bound library of all 
Bulova watch repair digests. 

Included in the system is the “Re- 
pair Master 100” and the “Self-Wind- 
ing and Shock Resistor Parts 110” 
kits. The “Repair Master,” in a three- 
drawer cabinet, includes stems, staffs, 
“Buloloy” mainsprings, pinions, pal- 
let arbors, rollers, yokes, screws, 
hands, crowns and other parts. The 
second kit is a single drawer assort- 
ment of 121 of the most frequently 
used self-winding and shock resistor 
parts. It includes parts for the Bulova 
“23” series. 

Contact Bulova Watch Co., Bulova 
Park, Flushing, N. Y. 


Reader's Digest article offered 
free for retail distribution 


Free reprints of a Reader’s Digest 
article entitled “Antwerp’s Glitter 
Street: World Diamond Center,” 
which are said to be ideal for direct 
mailing or store distribution to cus- 
tomers, are available from Joachim 
Goldenstein, Belgian diamond ex- 
porter. 

The 2000-word article, written by 
J. D. Radcliff, highlights the vast 
scope of the Antwerp diamond mar- 
ket, which is said to have “about as 
many cutters as the rest of the world 
put together.” 

Contact Joachim Goldenstein, The 
Diamond Club, Antwerp, Belgium. 
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Rotating wire display is free 
with assortment of J-B straps 


Rotating gold- 
en wire carousel 
display is free 
with purchase of 
36 (assortment 
NC36) or 72 
(NC72) J-B ny- 
lon watch straps. 

Assortment in- 
cludes a variety 
of colors, styles 
and sizes. 

Contact your 
J-B distributor. 


Full color catalogue designed 
for use as lighter selling tool 


Zippo says its new full color cata- 
logue illustrating its complete line of 
lighters has been especially designed 
for the retailer. 

The free six-page folder (PF-1959) 
can be a useful tool for over-the- 
counter selling, the company pointed 
out. It feattres Zippo’s regular and 
sports models, sterling silver models, 
10K gold filled and 14K gold models. 
Other styles are leather-covered or 
decorated with military or fraternal 
emblems. The lighters retail from 
$3.50 to $175. 

Contact Advertising Dept., 
Mfg. Co., Bradford, Pa. 


Zippo 


Zodiac offers illuminated clock 
complete with dealer's imprint 


Zodiac 


WATCHES 


Liiad F wsdl 


Zodiac is offering this clock to deal- 
ers with their own imprint. It mea- 
sures 13” x 13” and is illuminated by 
a circular neon tube. It has a white 
face, red letters and a brass trim. 

Contact Zodiac Watch Co., 15 W. 
44th St., New York. 


‘The Big Payoff’ pays off in 
Columbia ‘Imperial’ rings 


Columbia’s “Imperial” wedding 
rings recently received national pub- 
licity when they were presented to 10 
brides-to-be on CBS TV’s “The Big 
Payoff.” 

Miss Bess Myerson (above, center), 
hostess of the show, made the presen- 
tations. Columbia dealers were alerted 
to the publicity for local tie in. 

Columbia Diamond Rings is a divi- 
sion of Axel Bros., Inc., 134-20 Ja- 
maica Ave., Jamaica, N. Y. 


New men's set line designed 
as gift item for boat owners 


Swank, Inc., recently introduced a 
new line of ““Nauticals” designed es- 
pecially for summer gift giving. 

Executed as authentic replicas of 
boats, the line includes cuff links and 
tie clasps in silver and gold tones. A 
set of cuff links and tie clasp or pin- 
up retails at $5; cuff links alone at 
$3.50; and tie clasp or pin-up alone 
at $1.50. 

Featured in the line are flying 
bridge links, compass tie clasps or 
pin-ups, speedboat links and sailboat, 
outboard, cabin cruiser and runabout 
links. 


Wholesaler acquires gem-quality 
stones from European trip 


A number of black gem opals, fine 
star sapphires and Kashmir sap- 
phires were acquired by Fred Bieber 
and Stuart Robinson of Barnett Rob- 
inson Inc. on a recent buying trip to 
Europe. 

Europe, the buyers pointed out, has 
been a source of supply for their 
company, wholesalers of precious col- 
ored stones, for more than 40 years. 

In additien to conducting regular 
buying trips, Barnett Robinson Inc. 
also imports stones directly from gem 
centers of the world. 

Contact Barnett Robinson Inc., 610 
Fifth Ave., New York. 
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William Levine starts service 
for buying and selling jewelry 


William Levine (above) of William 
Levine Co., Chicago diamond importer 
and cutter, has founded an organiza- 
tion to provide a service for buyers 
and sellers of all types of jewelry. 

The new operation is called Globe 
Merchandise Trading Corp. It will act 
as a medium of communication be- 
tween prospective buyers and sellers 
in unrelated regions of the world and 
thus offer a more active market for 
hard-to-sell or difficult-to-buy jewelry. 
Within certain limitations, it will 
serve in the same capacity for buying 
and selling jewelry as the stock ex- 
change does in the trading of se- 
curities. 

Levine says he accidently hit upon 
the idea of a trading firm through his 
regular operation. People had fre- 
quently asked him to find unusual or 
rare pieces of jewelry and he had per- 
formed the service for them. 

Globe will publish a monthly bulle- 
tin listing the offerings of sellers and 
the wants of potential buyers. All 
merchandise shipped to Globe will be 
insured for $25,000 by Lloyds of Lon- 
don during transit and while in 
Globe’s possession. Prices are estab- 
lished by the seller, who pays 10 per 
cent of the completed sale as a ser- 
vice charge. This charge covers all 
handling, insurance and advertising. 
There are no “extras.” Closed bid auc- 
tions will be held if the seller desires. 

Contact Globe Merchandise Trad- 
ing Corp., 29 E. Madison St., Chi- 
cago. 


New technical bulletin explains 
maintenance for jewel setting 


Wyler’s latest technical bulletin 
(3-59) contains instructions for dis- 
assembling and oiling the “Lubriflex” 
jewel setting and for opening and 
closing Wyler’s “Exo 58” waterproof 
watch. 

“The need of a capped train jewel 
setting that could be adjusted for 
endshake,” the bulletin points out, 
“has always been a watchmaker’s 
problem. The Wyler ‘Lubriflex’ com- 
bined jewel setting was designed with 
this thought in mind. The setting is 
simple and sure and eliminates tricky 
springs and easily lost screws.” 

Contact Wyler Watch Corp., 131 
E. 23rd St., New York. 
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Variety of promotional specials 
offered as account openers 


Altheimer & Baer is offering a 
number of promotional packages de- 
signed to bring in new accounts dur- 
ing the summer and fall and provide 
an increased market for regular mer- 
chandise during the Christmas buy- 
ing season. 

Among the packages offered are: 

@ A three-turret lens 8 mm movie 
camera, projector, carrying case, 
light bar, bulbs, screen, extra reels 
and cans and splicing kit. $119.95 re- 
tail. 

@ Melmac dinnerware for eight in 
four pastel colors with eight match- 
ing tumblers and stainless steel table- 
ware for eight. $29.95 retail. 

@ Three-piece matched set of 
molded luggage in blue, white and 
black includes pullman case, over- 
night case and train case. $29.95 re- 
tail. 

@ Fourten karat gold 6% mm 
pearl ring with two diamonds and 
matching pearl pendant with 15-inch 
14K gold chain. $19.95 retail. 

For a complete list of promotions 
available contact Altheimer & Baer, 
Inc., 404 N. Wells St., Chicago. 


‘The Gift of Kings,’ the story 
of stars, being made by Linde 


A new film, entitled “The Gift of 
Kings,” recently went into production 
under the sponsorship of Linde Co. 
division of Union Carbide Corp. The 
film will tell the story of star sap- 
phires and star rubies from early his- 
tory to the present. 

Produced by Peckham Productions 
and running 13% minutes, the film 
will premiere at the RJA convention 
in New York next month. 

Following its premiere, the film will 
be made available to jewelers for 
showing to clubs, civic organizations 
or women’s groups. 

Contact Star Sales, Linde Co., 300 
Madison Ave., New York. 


Philco introduces battery-power 
portable television receiver 


Phileo Corp. is currently introduc- 
ing a portable television set capable 
of running on battery power. 

The set retails for $250. The bat- 
teries cost $5.25 extra. The receiver 
also may be plugged into a wall 
socket with alternating current. 

Called the “Safari,” the set has a 
viewing screen of about 80 square 
inches. The image is projected onto 
this screen from a two-inch cathode 
ray tube. 

The receiver weighs 15 pounds and 
measures 165% inches high, 8% inches 
wide and 5% inches deep. It uses 21 
transistors. 

Minimum life of the battery is said 
to be 80 hours. It runs for four hours 
at a stretch and can be recharged by 
plugging into a wall outlet with the 
aid of a special attachment. 


Duchess catalogue lists entire 
"‘Bandmaster’ watch band line 


A new full color catalogue illus- 
trates the latest models in Duchess’ 
“Bandmaster” line of men’s and wo- 
men’s watch attachments, including 
the “Slimette” and telescope models. 

Duchess bands feature “Custom- 
Size” construction, said to permit in- 
stant and safe sizing by removal or 
addition of links without using tools. 
The catalogue includes retail and 
Keystone prices. 

Contact Duchess Jewelry Mfg. 
Corp., 300 Observer Hwy. Hoboken, 
N. J. 


Exakta says sales soared since 
Look awards were announced 


Exakta Camera Co. says that sales 
have soared since Look magazine an- 
nounced that the grand prize winner 
in their annual sports picture contest 
was taken with an Exakta camera. 

The Exakta camera, the company 
said, is employed in sports assign- 
ments quite often, especially with 
“Big Bertha” lenses. The winning 
picture, shot by Winfield I. Parks Jr. 
of the Providence Journal, shows the 
yacht Columbia’s bow cleaving the 
seas. The picture was selected from 
among 625 submitted by American 
news photographers. 


New tapered gold ring blanks 
available in variety of styles 


A new series of tapered seamless 
karat gold wedding ring blanks in a 
wide range of widths, colors and 
thicknesses is being offered by John 
C. Nordt Co. 

Flawless porosity-free surfaces in 
these rings are achieved, the manu- 
facturer says, by using pure ductile 
karat gold that is formed by machin- 


ing wrought metal. In addition, the 
complete absence of brittleness is said 
to allow the jeweler to size these rings 
by stretching without fear of break- 
ing. Also, stones will stay tightly set 
when a tapered ring is stretched, 
Nordt says. 

Style MT, the simplest form of 
tapered blank, has a uniform thick- 
ness and can be tapered to any angle 
desired. The top width is available 
from 5 mm to 12 mm. 

Contact John C. Nordt Co., Indus- 
trial Village, Cedar Grove, N. J. 
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Fuller Box takes first award 
in national package competition 


Fuller Box Co. 
recently an- 
nounced that its 
Kaywoodie pipe 
package won first 
award in the na- 
tional Paper Box 
Manufacturers 
Association com- 
petition. 

The box was 
designed by Ben 
H. Kuyler and 
Leonard Horwitz. 

It has a velvet- 
covered meta! 
base. 

Contact Fuller 
Box Co., 104 E. 
40th St., New 
York. 
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New solder comes packaged 
in plastic squeeze bottle 


A new soldering material that 
comes packaged in a plastic squeeze 
bottle has recently been introduced 
for use by jewelry repairers. 

The material was developed for use 
in all brass and white metal alloy 
soldering. It will hold its suspension 
in the plastic squeeze bottle for a full 
working day, the distributor says. De- 
veloped by Metal Joining Products 
Corp., the solder will not slide from 
any surface, regardless of shape or 
contour. 

Contact Abbey Materials Corp., 49 
W. 27th St., New York. 


New battery-powered clock has 
detachable electric unit 


Tele-Norm Corp. recently intro- 
duced a battery clock in which the 
electric part of the movement is de- 
tachable. Basically, the company 
says, it is similar to a high quality 
pocket watch with a main spring that 
is wound by a lever at intervals of 
approximately two minutes. 

The clock is powered by a standard 
flashlight battery that will last for 
about one and a half years. Aging of 
the battery, Tele-Norm says, will not 
affect the accuracy of the clock. 

The clock’s movement consists of 
three drive pinions, escapement and 
a jewelled balance block. It has a 
Swiss lever, seven-jewel escapement 
and a Breguet-Nivarox anti-magnetic 
spiral spring. The movement, the 
company says, will cause no more 
difficulty in repairing than a good 
quality pocket watch. The clock is 
available in a choice of dial types for 
wall mounting or desk use. 

Contact Tele-Norm Corp., 55 W. 
42nd St., New York. 
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Student table setting contest 
reveals teenagers’ style tastes 


A table setting for a teen-age 
“Japanese Supper for Student 
Friends,” prepared by a group of 
teenagers at the Strawbridge & 
Clothier department store of Jenkin- 
town, Pa., was awarded first prize at 
the recent national judging of Seven- 
teen magazine’s third annual ‘“Taste- 
Setter” contest. 

The judging climaxed a nationwide 
competition designed to stimulate 
young people’s interest in tablewares. 
It was conducted in cooperation with 
high schools and leading stores from 
coast to coast. 

A total of $850 in prizes was 
awarded to the three top winning 
groups. The grand prize of $500 was 
divided equaily between Abington 
Senior High School, Abington, Pa., 
and Cheltenham Senior High School, 
Elkins Park, Pa., the schools attended 
by the four winning participants. 

Commenting on current teen-age 
taste in table settings, Barbara Fin- 
lay, home editor of Seventeen, said: 
“The winning entries this year 
showed a trend toward stronger col- 
ors, effect achieved through simplicity 
rather than fussiness. The judges 
were amazed at the ‘grownup’ quali- 
ties of the entries and their sophisti- 
cated good taste. We find that the cal- 
iber of entries improves each year 
and that this contest reiterates our 
survey findings—that while contem- 
porary settings hold first place in 
popularity among teenagers, there is 
still a strong traditional and formal 
influence.” 


Gold-framed display tray holds 
‘Orange Blossom’ mountings 


This gold-framed display tray holds 
16 mountings. It is part of Traub 
Mfg. Co.’s new merchandising pro- 
gram to present a range of mounting 
styles and pieces. 

Included with the tray is a retail 
price list that shows the exact price 
of each mounting, including all set- 
ting charges. 

Using this price list, Traub says, 
the “Orange Blossom” dealer can im- 
mediately figure the price on any 
ring in the selection. 

As part of the program, Traub is 
offering window cards, newspaper ads 
and a detailed set of directions. 

Contact Traub Mfg. Co., 1934 Mc- 
Graw Ave., Detroit. 


Harry Bande exhibits at Fair; 
explains new selling method 


Harry Bande, Belgian diamond 
exporter, recently had the honor of 
representing his country’s diamond in- 
dustry at the U. S. World Trade Fair 
in New York. (Below, Mrs. Joseph Ci- 
tro»n, Bande’s New York representa- 
tive, shows her company’s exhibit to 
a group of visiting Belgian digni- 
taries. ) 

During the Fair, he took the op- 
portunity to explain to American re- 
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tailers his new merchandising method. 
This, he said, is the way it works: 

The customer is asked to fix his 
price range and is then sent a variety 
of weights, colors and cuts from which 
he can choose. The customer can in- 
spect the goods at his nearest Cus- 
toms Office or bank before paying or 
he can have up to $250 worth of di- 
amonds mailed direct in five days. 

Contact Harry Bande S. P. R. L., 
Diamond Kring, 86 Pelican St., Ant- 
werp, Belgium. 


International Sterling pushes 
‘Angelique’ in advertisements 


To stimulate dealer sales during 
what International Sterling calls 
“this top selling period of the year,” 
it will place 48 pages of advertising 
in 13 consumer magazines, completely 
blanketing the bridal field. Fourteen 
of these insertions will feature the 
“Angelique” pattern. 

Ladies’ Home Journal, House Beau- 
tiful, House & Garden, The New 
Yorker, Seventeen, Co-Ed, Charm, 
Mademoiselle, Living for Young 
Homemakers, Bride’s, Modern Bride, 
Bride & Home and Glamour will 
carry the ads. There will be a heavy 
concentration in the September and 
October issues, International says. 


Monthly news, service magazine 
published for Eterna dealers 


Eterna Watch Co. is distributing a 
new monthly 8-page news and infor- 
mation magazine to help jewelers 
with sales and service problems. ” 

Started in January, the publica- 
tion, called Contact, contains techni- 
cal articles on repairing Eterna 
watches and news of the watch in- 
dustry. The magazine is also intended 
to serve as a means of exchanging 
ideas. 

Contact Eterna Watch Co. of 
America, Inc., 677 Fifth Ave., New 
York. 
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Hamilton's ‘Parade of Time,’ 
"Selling Seminar’ finish tours 


Hamilton’s “Parade of Time,” a 
series of illustrated talks on the mea- 
surement of time and how it parallels 
man’s creative development through 
the ages, recently completed a three- 
month tour of several midwestern 
states. 

Headed by Miss Arlene Hershey, 
manager of the company’s education 
department, the show was presented 
over 19 television stations, 20 radio 
stations and in over 100 school assem- 
bly programs. 

Hamilton also announced that its 
“Selling Seminar” recently completed 
a successful road tour of 4,200 miles. 

Headed by Robert F. Wilson, direc- 
tor of public relations, and Michael J. 
Carosielli, southeast district manager, 
the seminars were designed, Hamilton 
said, to assist the jeweler at the point 
of sale and suggest solid sales ap- 
proaches to more effective watch sell- 
ing in the retail jewelry store. This 
year, the seminar troupe covered the 
South, Southwest and Midwest. The 
next seminar will begin in the spring 
of 1960 and will travel to other sec- 
tions of the country. 


New line of melee inlaid rings 
includes wedding bridal sets 


I. Roskin Co. of New York recently 
introduced a new line of melee and in- 
laid rings. 

Included in the 50 different designs 
covering all price ranges and styles 
are bridal sets, princess rings, duch- 
ess rings and wedding ring sets. All 
are available in 14K white or yellow 
gold. 

Contact your wholesaler. 


Wyler ‘outer space’ display 
pushes ‘watch of tomorrow’ 


Billed as “The watch of tomorrow— 
choice of successful men today,” the 
Wyler “Dynawind” watch is being 
backed with this futuristic “outer 
space” motion display. 

Designed to create the effect of a 
planet and satellite, the display 
features a “mystery” atmosphere 
caused by the motion of inner revolv- 
ing lights. 

Contact Wyler Watch Corp., 131 E. 
23rd St., New York. 
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Iron wire display can be used 
in window, on counter or wall 


Executed in a contemporary design, 
this wrought-iron wire display mea- 
sures 29% inches high, 19 inches wide 
and 11 inches deep. It has a blue and 
rose motif. 

The display holds both Gorham 
silver-plated flatware and Stegor 
stainless flatware. A folding easel 
back enables the display to be used 
in the window, on the counter or hung 
against the wall. Two removable 
literature racks hold descriptive con- 
sumer folders. 

Display is free with the purchase of 
three Gorham silverplate three-piece 
place settings and three Stegor stain- 
less three-piece place settings. 

From Gorham Co., Providence, R. I. 


Bowers begins distribution of 
table, pocket lighter line 


Bowers Lighter Co. has recently be- 
gun national distribution of a new 
line of table and pocket cigarette 
lighters. 

Designed and developed by Bowers, 
one series in the line features a new 
push-button method of ignition. A 


side button permits easy operation 
of these table models with one hand. 

The lighters are enameled, hand- 
painted engraved or plain engine- 
turned with chromium or bronze plat- 
ing. All models come in medallion 
cigarette boxes. They retail from 
$4.50 to $15. 

Contact Bowers Lighter Co., Kala- 
mazoo, Mich. 


Nivastar display, ad mat aim 
to attract repair business 


A colorful counter or window dis- 
play and a newspaper mat for local 
advertising point out the advantages 


of the Nivastar hairspring. Both were 
designed to aid the watchmaker at- 
tract new customers and secure addi- 
tional repair work. 

Both are free. Send one Nivastar 
envelope to Hammel, Riglander & 
Co., Box 100, Madison Square Sta- 
tion, New York. 


Rolex and Clyde Beatty aiming 
to bring ‘em back and buy 


Rolex Watch Corp. and the Clyde 
Beatty circus have recently joined to 
run a promotion built around a Rolex 
ad in the circus program. 

The ad is headed: “Clyde Beatty 
wears two tiger cubs and a Rolex 
watch!” It features a photograph of 
Mr. Beatty holding the two cubs and 
contains an illustration of the Rolex 
“Oyster Perpetual Datejust” watch. 
The circus is touring along the east- 
ern U. S. seaboard and Canada. For 
jewelers in or near those cities in 
which it will play, Rolex is providing 
a reproduction of the ad on a lami- 
nated easel and a circus poster. 


Lightweight box has window 
of cellophane, carrying cord 


The “Tota-Corsage” box was de- 
signed primarily for florists, but, says 
the manufacturer, many giftware and 
jewelry stores are finding it ideal for 
use in packaging other attractive 
products. 

Made of a lightweight material, the 
box has a transparent window that 
displays the product it holds. It also 
has a self-contained carrying cord. 

Contact Lindley Box & Paper Divi- 
sion, Marion, Ind. 
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ALL 

ABOUT 
WATERPROOF 
WATCHES 


Second in a series of 
articles, explaining 
methods of waterproof- 
ing; practical tests 

for tightness; and 


servicing hints 


by Henry B. Fried 
JC-K Horological Consultant 


® No watchmaker, manufacturer or designer-inventor 
can be sure that the watch or watchcase he makes, sells 
or services is waterproof unless the case is tested with 
the movement enclosed, ready for wear. The watch- 
maker has heard of numerous tests but may be confused 
by the different principles of operation. The main types 
of waterproof tests are the pressure test, the vacuum 
tests and the fathometer test. A short explanation of 
each test as well as an evaluation of the advantages of 
each type will be helpful. 


Pressure Test 

The pressure test will not harm or wet the movement 
even should the watchcase prove faulty. The testing 
equipment consists of a heavy glass cylindrical jar half 
filled with water set into a platform (Figure 4). The 
watchcase is hung from a hook (A) attached to an 
adjustable rod at the bottom of the jar cover (B). The 
cover is fastened over the rubber-gasketed jar-top and 
becomes airtight. An air pump (C) connected by a 
valve allows air to be pumped into the sealed jar. The 
pumped air occupies the upper half of the jar, above 
the water level and is gauged by a dial gauge (D) 
which operates similar to a regular air-pressure gauge. 

If the watchcase is faulty it will admit air as well as 
water. Therefore, when the air is pumped into the jar, 
it will force its way, under pressure, into the same 
crevices that water would enter. When the air-pressure 
gauge shows pressure equivalent to water pressures: at 
certain depths (to be explained later), the hook holding 
the watchcase is pushed down by a gasketed sleeve (E) 
and immerses the watchcase into the water. The air- 
valve then releases the compressed air in the upper half 
of the jar. If the watchcase is faulty, air (under com- 
pression) will have entered, When the watchcase is 
submerged in the water, the air pressure now in the 
(leaky) case is equal to the pressure of the water trying 
to enter; thus neither does water enter nor does air 
escape. However, when the air pressure above surface 
is released through the valve, the pressure upon the 
surface of the water is relaxed and so is the pressure of 
the water upon the watchcase. The air now in the case 
has a greater pressure than the water pressing upon it 
and thus expands out of the case. If the case is leaky, 
this air can be seen in the form of bubbles escaping 
from the same point it entered and the watchmaker can 
see where the leaky spot is (Figure 5), just like testing 
a leaky tire tube. The watch is then immediately re- 
moved. Water has not entered the case because air is 
still escaping, pushing away any moisture at the leaky 
spots, even after the watch has been removed from the 
testing jar. The watchmaker can then make any adjust- 
ments to the faulty crown, screw, snap-back or crystal. 
If no bubbles appear, the watch is airtight and there- 
fore waterproof (Figure 6). 


Vacuum Test 
Another test of waterproofing of watches is the 
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vacuum test (Figure 7). It is very much like the pres- 
sure test; but instead of pumping air into the area 
above the water in the sealed jar, air is drawn out. 

The watch is fastened to the hook on the bottom of 
the jar cover and is submerged into the water after the 
cover is secured. Since the air in the watch case was 
packed into it when the case was closed, and since the 
watch is submerged just below suriace level, the inter- 
nal air pressure and the external water pressure are equal. 
No water will enter unless, of course, the case is very 
poor. The pump in Figure 7 is a suction pump. It will 
withdraw the air in the area above the water. This will 
decrease the pressure upon the water and, therefore, the 
pressure upon the submerged watchcase. Now the inside 
of the case will have a greater pressure than the water 
pressing against the case. If the case is leaky, this 
greater internal pressure will force its way out of the 
case through the crevices or defects in the case. These 
defects can be detected by looking for the escaping air 
bubbles. When the bubbles are seen, the case should 
be immediately withdrawn from the water, removed 
from the device and repaired. 

In another version of the vacuum test, the jar con- 
sists of a heavy glass cylinder with a thick rubber dia- 
phragmed bottom. The jar is completely filled with 
water (Figures 8a); the watch is suspended in water: 
and the jar cover is fastened securely (Figure 8b). A 
lever pulls down on the rubber-bottom diaphragm (Fig- 

(please turn page) 


Figure 4. A device for testing waterproof watches 
using the air pressure principle. 
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Figure 5. In the pressure test, air bubbles escaping 
from the watchcase under water indicate the case 
has defects and is not waterproof. 











Figure 6. If no bubbles appear, the watch is airtight 
and therefore waterproof. 








Figure 7. This waterproof testing device uses the 
vacuum principle in detecting leaky or faulty watch- 
cases. 





Screw-on Centre 
Red dot Screw covering  Thumb-screw 


Fathometer 


Pressure 
chomber 


ure 8c). This, of course, lowers the water level (al- 
though not below the watch) and creates a partial 
vacuum. The air in the case now has greater pressure 
than the surrounding water and, if the case is leaky, 
will escape through these crevices and will be observed 
as bubbles. 


Fathometer Test 

The fathometer test is a rather severe test of 
water-proofing which simulates actual conditions of 
water under the pressure of great depths. Figure 9 shows 
a drawing of a fathometer device. To get an idea of 
the strength needed in the materials that make up this 
device, the plastic cover, for example, is almost an inch 
thick and the walls of the pressure chamber are nearly 
half an inch thick. A dial gauge indicates pressures 
equalling a depth of 660 feet. The watch is placed into 
the pressure chamber and the chamber filled to the brim 
with water. The plastic cover is then placed over the 
top and into its recess. This forces some of the liquid 
to overflow through the funnel. The screw-on cover 
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Figure 8. In another version of the 
vacuum test, the watch is placed 
in a water-filled jar, the water level 
of the jar is then lowered by means 
of a rubber-diaphragmed bottom 
and a partial vacuum created above 
the water level. 


Main Pressure 


/ | 
/ | 


@ Figure 9. The fathometer provides 
a severe test of waterproofing. its 
dial gauge wiil measure pressures 
equivalent to a depth of 660 feet 
under water. 


ring is next secured. The center thumb screw with its 
rubber seal ring is screwed into the threaded funnel, 
which now makes the inside completely watertight. The 
handwheel at the left operates a piston which can be 
advanced to compress the water in the chamber, placing 
the same pressure on the watch in the water that would 
be placed on it if it were submerged at great depths. 
The piston is advanced until the gauge indicates the 
pressure required for the test. If the watch or case is 
leaky, water will actually enter and the watch will have 
to be dried and re-tested. 

This device operates under tremendous pressures. 
Unless the tester is familiar with this device, pressures 
equal to a half ton per square inch for the entire area 
of the watchcase may be released suddenly with dire 
results. This device is used mostly for testing watches 
especially built for skin-divers or other deep-sea 
divers. Zee 


Next month: A comprehensive glossary of terms 
used in discussing waterproofing tests and pro- 
cedures. 
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“Naturally, I have a watch - timing 
machine”’. 


“WHY DID YOU GET IT?” 


“That’s easy. All watchmakers know 
they earn more than the amount of 
the monthly payments.” 


“WHAT KIND DID YOU BUY?” 


"A WatchMaster, of course!” A ke 
tchMaster, of Watch SS Gaster 


“WHY?” 
ee : WATCH-RATE sec 
Well, first, because of its bench ad- Bench space, 8'/:""x 13" 


vantages like its guaranteed accuracy, 
its ease of handling, its sharp records, 
the easy-to-read charts, its many fea- 
tures, such as its odd-beat watch set- 
tings and, oh, lots of others.” 


“DID IT COST MORE?” 


“I figure it will cost me much less be- 
cause I expect it to keep running with- 
out trouble and if it ever should require 
attention, there is a factory-equipped 
. ° b 
station near-by for fast service. Minis: Hei te 


“ANY OTHER REASONS?” Below, Tape Model 


“Say, I have a lot of watchmaker 
friends in our guild and they’ve told 
me how the WatchMaster just keeps 
on going and all about its long life. 
Besides, there are more WatchMasters 
sold than any other watch-timers and 
users ought to know, so why take 
chances?” 


“THANK YOU, SIR, MANY OTHER 
WATCHMASTER WATCHMAKERS WOULD LIKE TO 


ULTRASONIC CLEANER = keQW THAT. GOOD DAY, 
Bench space, 8!/2"x 13 


Complete in one cabinet. 
Cleans one or several watches 
at one time. Pre-set timing 
of clean, rinse and dry opera- 
tions. Superior cleaning even 
in remote recesses. 


American Time Products Inc. 

580 Fifth Ave., New York 36, N. Y. 

Gentlemen: Please arrange to demonstrate at my bench the 
instruments | have checked below. 


WatchMaster, [] Drum or [] Tape. [] Ultrasonic Cleaner. 


ELIMAG 
Bench space, 6" x 4!/2"" 
Completely eliminates 
all magnetic effects in 
any watch in I/10 sec. 
15 times stronger than 
ordinary demagnetizers. 


Name 


Store 


Address 


City, State........ 
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increase profits by 
Engraving your own Jewelry 


in 

STORE 
SHOP 
FACTORY 


Special Multi - Grip ° 
vise holds articles of ° 
any shape. Inexpensive * 
CNP-j Panto - Engraver ® 
cuts sharp and clean in ®@ 
stainless steel, gold, silver, other metals. ¢ 


FOR THE JEWELRY MANUFACTURER 


The 30-5 Panto-Engraver ... 

Cuts medallion, ring and jewelry dies, 
steel! stamps or any bas-relief design, as 
well as lettering, name plates, trophies, 
signs, etc. 


Model CNP-J 


Model 3D-5 


A Full Line 
of 
Engraving 
Equipment 
and 
Accessories 


Liberal Terms Arranged. 
Small Monthly Payments. 


eeeeseeeeseeeeeseeeeepeeeeneeneeeneseeseneneeeesee 


TRADE MARK 


REANT2d 


H. P, Preis Engraving Machine Co. 
657 U. S. Highway 22 Hiliside, N. J. 


to manufacturer below. Ask for 
representative. 











| FINE 


WATCH REPAIRING 


To those quality jewelers who 


understand and appreciate the 


value of fine watch repairing as 








a stepping stone to increased 


store traffic and sales. 


Karelin offers you this Kind of 
Service, Unsurpassed in Quality, 


at Competitive Prices. 





KARELIN WATCH SERVICE 
116 NASSAU ST. NEW YORK 38, N.Y. 


CO 7-4895 | 


ACON@™™ 


THE GUARANTEED WATCH CROWN : 

















ACON w . 
50 Eldridge $t., pres gts j 


vfacturers of Gold Fill d 
Complete line including wen 
through Wholesolers & Jobbers 





~ ee _- 
WSS 
SS 


WORKS H O P 
QUESTIONS 
and ANSWERS 


SHORT PENDULUM: I have just 
completed repairs on a clock 
marked “J. C. Jennens & Son, 
Great Sutton Street, London.” 
The movement measures 714.” x 
9”. The clock has three fusee 
chain drives, one each for the 
hour strike, chime and going 
train. The chimes are sounded 
on a nest of eight bells and can 
be adjusted to chime either 
Westminster or eight-bell chime. 
The clock case is five feet high 
but the pendulum is only nine 
inches long. When was this 
clock made and how come there 
is such a short pendulum?— 
Aram Jewelers, New York. 


Answer: From your descrip- 
tion, this would appear to be 
one of the sturdy English man- 
tel clocks made about 1880, like 
the type Elliott manufactured. 
The nine-inch pendulum with 
half -second beat probably 


means that it was removed from 
the mantel type of huge case by 
some buyer who did not have 
a mantel to match and so had 
the grandmother - type case 
made to house it. Most recent 
short case (grandmother) 
clocks do not have weights since 
there is insufficient fall to allow 
the clock to go for eight days. 
There are many such mantel 
clocks still in good service, but 
they are large and the modern 
apartment or small house with 
low ceiling makes them appear 
out of place, hence my conjec- 
ture about the conversion 
which, I might add, I guess to 


have been done recently. 
* * * 


NICKEL ALLERGY: My client is 
allergic to nickel and cannot 
wear white gold watches or 
rings. Do you know of anything 
to put on her jewelry to coun- 
teract this reaction caused by 
nickel?—J. W. Hughes, Forest 
City, N. C. 


Answer: This is my first ex- 
perience with a _ reaction to 
white gold. I assume that you 
have had this confirmed by a 
competent allergist. Mr. Nathan 
Winkler, the jewelry expert, 
suggests that if nickel is the 
cause, you might experiment 
with rhodium plating, using a 
heavier than usual deposit. If 
this works out, then have all 
her jewelry plated with rho- 
dium. You might also try con- 
trolled experiments with pal- 
ladium (under the direction of 


her physician, of course). 
* * * 


WELCOME, SON: I am interested 
in watchmaking and would like 
to learn the trade. I am 15 
years old. Where are watch- 
making schools located and how 
much does it cost? — Gene De- 
Leo, Port Chester, N. Y. 


Answer: The nearest school 
to you is situated in Brooklyn. 
It is a vocational high school. 
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You can learn your trade and, 
at the same time, receive a reg- 
ular high school education. Your 
own school guidance officer can 
advise you as to the cost, since 
most tax-supported vocational 
schools do have some charge for 
out-of-town residents. Cost, 
however, is most often borne by 
the local school board. The 
school is the George Westing- 
house Vocational High School, 
49 Flatbush Ave., Brooklyn 1, 
| ae et 
ao * + 

SPARE PART?: I have an Omega 
model 321 watch with hour in- 
dicator on the front dial. This 
is also a chronometer. I took it 
apart and didn’t get back to it 
for some time. Now I can’t fig- 
ure out where one part goes. 
There doesn’t seem to be a 
place for it. While I am fa- 
miliar with chronographs, I 
haven’t worked on this model. 
—Charles Bowley, Hayward, 
Calif. 


Answer: The watch you de- 
scribe is an Omega chrono- 
graph. It has elapsed time in- 
dicators. The part you are 
having trouble with is listed as 
No. 6658. The old calibre ref- 
erence number for this model 





ial, Case 


We repair all types of cases, chrono- 
Q is and stainiess, and make coil 
springs for cases. We also sell used re- 
placement movements. 


Write for Information 


BECKER-HECKMAN COMPANY 
29 East Madison Street Chicago 2, Illinois 








SINCE 1877 


BOWMAN 
TECHNICAL SCHOOL 


Courses in Watchmaking, 
Engraving, Jewelry Repairing 
You can enter anytime. 
INDIVIDUAL INSTRUCTION 
Our graduates pass H./.A. and state examine- 

tions and are in great demand. 
Send for free Catalogue 
"Your Future & Our School’’ Bowman Bidg., Lencaster, Pa. 


ened 
Courses Approved for 








Veterans & State Rehabilitation 
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is CH 27 and is shown on page 
161 of the official parts cata- 
logue of the Watch Material 
Dealers Association of America. 
I have made a sketch for you, 
showing where the part belongs 
(see below). The official name 


for the part is the “complete 
return hammer.” It was made 
for Omega by the Lemania 
watch factory, specialists in 


chronographs. 
* * * 


OIL CHART: Where may I ob- 
tain the comparison oil chart 
by Louis Baume mentioned in 
the January issue of JC-K?— 
Harold’s Jewelers, North Holly- 
wood, Calif. 


Answer: Write Douglas Chur- 
nin, Longines-Wittnauer Watch 
Co., 580 Fifth Ave., New York. 


* * * 


REFINISHING BRASS PLATES: My 
bank has two large brass name 
plates they would like to have 
refinished. Who might do this 
job? — Caruthers Jewelry, 
Ozona, Tex. 


Answer: Write John DeSal- 
vio, 518 Fifth Ave., New York. 





OVERSEAS REVIEW 


The Eastern Jeweller and 
Watchmaker 


(printed in Geneva, Switzerland, 
for the Far Eastern trade) 


This publication is luxuriously 
done with numerous color plates 
and beautifully illustrated ad- 
vertisements. Art work is of 
the highest quality and the re- 





NEWALL 
"oO" 
RING 


Truly 
W ater- 
proof 
Crown 





ude 


The ‘‘O’’ ring washer in this newly designed 
crown is round like a doughnut instead of being 
flat. Small point of contact makes watch easy 
to wind. As ‘‘O’’ ring wears, it springs out to 
keep a truly waterproof seal. The “0” Ring 
was developed during the war where it was used 
for crucial projection of instruments from water. 
Now you can use this superior Newall W.P. crown 
on watches you repair. 


NEW REDUCED PRICES 
Made possible by increased sales and 
large volume production. 

In 12-Bottle Leatherette Cabinets 
No. 120S—12 Stainless Steel Crowns $4.85 
No. 121Y—12 Newall Quality Yellow Crowns 4.85 
No. 122—12 Each Stainless & Yellow 8.40 

24 and 72 Bottle Cabinets also available 


ORDER FROM YOUR NEWALL JOBBER 


me NEWALL me. co. 











WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the vear 











WATERPROOF 
CROWNS by BOREL 


Write for full 
information & 
free samples 


J 
BOREL & CO. 








1110 Grand Ave., Kansas City, Mo. 

















HOROLUBE 9-C¢ 


A LOW-COST 
QUALITY LUBRICANT 
FOR CLOCKS 


AT WHOLESALERS OR DIRECT 
2 o2. Bottle $2.25 * Send for Details 


Ke — 
THE HOROLOVAR (CO.. BRONXVILLE. NY 





OVERSEAS REVIEW (concluded) 


productions are excellent. The 
magazine is divided into a num- 
ber of sections, each in a differ- 
ent Eastern language and ac- 
companied by a translation. 
News of the various trade fairs, 
short news items and a brief re- 
view of the German watchmak- 
ing industry are features of the 
fall issue. “The Industries of 
Precious Stones and Jewellery at 
Idar-Oberstein” is an article by 
Dr. Michels. He traces the his- 
tory of this region and as direc- 
tor of its chamber of commerce 
is proud of the old skills of the 
native craftsmen. In another ar- 
ticle, the transistor-controlled 
Chronostat 11A is discussed by 
L. LeRoy. Here the chronome- 
ter balance, energized by elec- 
trical impulses and electronical- 
ly released, services the work of 
numerous secondary clocks. It is 
made under the Ato license. The 
balance has only the friction of 
the staff to contend with and no 


other mechanical part touches 
it. It oscillates 114 turns by 4.5 
volts of energy and consumes 
150 micro-amperes. 

In another feature, the collec- 
tor of authentic silverware is 
treated to a discussion of hall- 
marks. The article says that 
England had hallmarking of 
silverware as early as 1180. By 
1379 all London silversmiths 
were affixing their own _ hall- 
marks and counterfeiting of 
marks proved very difficult for 
a poor craftsman. Old silver, 
the author claims, has more of 
a reddish color than reproduc- 
tions made more recently. Paris- 
made silver had a hallmark of 
the letter “P”’ in a crown, while 
German early silver had the 
prow of a ship as its mark and 
Swedish silver had a hallmark 
of three crowns. Some excellent 
photographs of the Geneva ex- 
hibition of English silverware 
also are shown in this issue. It 
covers silver from the 1660-1830 
period. 


News that diamonds have 
been mined in China is also 
noted in this issue. A team of 
geologists predict that about 
600,000 carats will be extracted 
in the area of the dry bed of the 
Yuna River in the province of 
Hunan. 

An advertisement describes a 
new type watch, the Arctos 
Horometer, that can serve as 
both a wrist watch and a table 
clock. It shows at a glance the 
time in any part of the world. 
An article in the Burmese lan- 
guage gives a complete table of 
train wheel combinations for use 
with pendulums of various 
length. An interesting footnote 
reveals that human hair is the 
only satisfactory material for 
polishing watch jewels to perfect 
smoothness. However, only the 
hair of a red-headed woman will 
do. Men’s hair is too coarse, 
black hair is too brittle and 
blond hair is too pliable. 

—Henry B. Fried 
JC-K Horological Consultant 








to carry 


dence. 





Watch Salesmen 


We are looking for aggres- 
sive salesmen with good fol- 
lowing among retail jewelers 


CROTON-SUSSEX-ARPEGGIO 
and NIVADA GRENCHEN 


lines. Opportunity to make 
good money. Draw against 
commission. All replies will 
be held in strictest confi- 


Croton Watch Co. 
404 Fourth Ave., New York 16, New York 



































Fittin ; 
SELLING PICTURE: 


PRICE FIFTY CENTS A COPY 





into the 


el 


SALES HINTS FOR YOUR HOLIDAY HELP 
WRITE JC-K, PHILA. ADDRESS 
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CLASSIFIED ADS 


RATES AND REGULATIONS 


Remittance in Advance 


“SITUATION WANTED” —Regular type $2.00 first 25 words; addi- 
tional words, 10 cents per word. Heavy type $7.00; addi- 
tional words 25 cents per word. 


“HELP WANTED”—"LINES WANTED” —and “SIDE LINES”—Regular t 
first 25 words; additional words 15 cents per wo 


$4.00 
. Heavy 


type $7.00 first 25 words; additional words 25 cents per 


word, 


ALL OTHER HEADINGS —Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


© Name, Address, Initials and Abbrevia- 
tions count as words 

© If answers are to be forwarded, 20 cents 
extra to cover postage must be enclosed. 

® No Agency Commission. 


In answering Box Numbers address 


envelope “Box —,” 


@ Advertising matter addressed to classi- 
fied advertisers will not be delivered. 

© Classified ad form closes 10th of the 
month preceding date of issue. 

@ A box number when used in ad counts 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





Situations Wanted 








BOOKKEEPER, experienced, F. C. 12 
years with importer and wholesaler; 
address “507,” care of JC-K. 





THREE FULL DAYS wanted: experi- 
enced jewelry office, diversified orders, 
stock repairs, light typing: references; 
address “505,” care of JC-K. 





CERTIFIED MASTER WATCHMAKDER 
desires position with reputable firm: 30 
years’ experience, excellent references; 
address “W., 5160,” care of JC-K. 





YOUNG MAN; presently employed with 
wholesale firm as assistant production 
manager; seeking job with a future; 
also have retail sales experience; ad- 
dress “G., 5179,” care of JC-K. 





DIAMOND BUYER, 13 years’ experience 
top importer; excellent knowledge 
sources; seeks opportunity; B. B. A. 
merchandising ; address “‘N., 5067,” care 
of JC-K. 





WATCHMAKER; good mechanic: over 
13 years’ fine store experience; take 
charge repairs, sales; New York City, 
Long Island, Suburbs; references; ad- 
dress “S., 5167,” care of JC-K. 





DIAMOND ASSORTER; number of years 
experience assorting - selecting and 
matching stones for large ring manu- 
facturers; references; N. Y. City pre- 
ferred ; address ‘506,’ care of JC-K. 





DIAMOND SETTER and jeweler: 12 
years’ experience; references; 35 years 
of age; family man; desires Los An- 
geles area; address, Richard Tashne, 
114 N. 3rd, Room 215, Las Vegas, 
Nevada. 





MANAGER, SALESMAN; 25 years’ ex- 
perience every type operation: em- 
phasis on sales, promotions, merchan- 
dising ; can assume full responsibility ; 
willing to relocate; address “J., 5135,” 
care of JC-K. 





MASTER WATCHMAKER of Switzer- 
land desires permanent position as man- 
ager; 19 years’ experience in high 
grade watch repairing and watch sales; 
top European and American references; 
address “503,” care of JC-K. 
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MASTER SALESMAN, window trimmer, 
ticket writer, seeks position reputable 
diamond merchants Downtown Man- 
hattan or North Jersey ; well worth im- 
mediate investigation; address “S., 
5148,”" care of JC-K. 





EXPERT WHOLESALE SHOWROOM 
SALESMAN; enviable knowledge re- 
tailer requirements; greater New York 
or New Jersey: minimum weekly $150; 
early fifties: bondable; address “S., 
5146,” care of JC-K. 





KEY EXECUTIVE who combines 
practical merchandising ability with 
strong promotional performance; 
17 years top level manager of 
$750,000 volume; also 5 years su- 
pervision of group stores; address, 


“F, 5086,” care of JC-K. 





TRAVELING COUNTERMAN available, 
reputable auctioneers, appraisers, liqui- 
dators; terriffic, incomparable sales 
creating capabilities: diamonds, 
watches, related lines: highest creden- 
tials; middle age; address “S., 5147,” 
care of JC-K. 





INCOMPARABLE retail experience, sales- 
building record with top California and 
New York independent, chain, major 
department store; buying, promotion, 
managerial: diamonds, watches, jewel- 
ry; telephone Los Angeles, DUnkirk 
77-2865. 





WINDOW DISPLAY SERVICE: free 
lance window dresser, thoroughly ex- 
perienced jewelry and appliance win- 
dow displays background specialist: ex- 
cellent references; MAX MEMSER, 15 
Millbrook Court, Great Neck, N. Y. 
HU 2-8031. 





CERTIFIED MASTER WATCHMAKER:; 
jewelry repair, stone setting, clocks; 
graduate, 15 years’ experience; good 
personality; take full charge; best 
reference; good producer, fine timing, 
fine all around man; address “I., 5140,” 
care of JC-K. 





SALESMAN calling on better jewelry 
stores; territory presently covered 
Penna., Delaware, Maryland, District of 
Columbia and West Virginia; estab- 
lished line only considered; best refer- 
ences; address “W., 5011,” care of 





MANAGER-SUPERVISOR, credit stores; 
20 years’ experience large volume all 
functions; assume full responsibility; 
presently employed; married; will re- 
locate, permanent position; finest refer- 
8 address “E., 5142,” care of 








FORMER JEWELRY STORE OWNER, 
handled highest quality in diamonds, 
watches and jewelry; middle age, 
married ; seeking full or part-time posi- 
tion; write, HARRY P. NZ, 120 N. 
Oraton Pkwy., East Orange, N. J. 
Phone ORange 5-8248. 





MANAGER OR SUPERVISOR: experi- 
enced buying, selling, promotional 
minded ; am now managing 2 stores but 
wish to make a connection with large 
chain with a better future; interested 
in South or Southwestern States; ad- 
dress “R., 5165,” care of JC-K. 





ATTENTION MANUFACTURERS AND 
JOBBERS; Production Manager, thor- 
oughly experienced all phases ring pro- 
duction; top references; also many 
valuable sales contacts; would like posi- 
tion with growing firm; address “F., 
5164,” care of JC-K. 





JEWELER—diamond setter—repair man 
and light manufacturer; at present op- 
erating own trade shop since 1941; 
desires to locate with good firm in 
Florida; West Coast preferred but not 
necessary, or Southern Texas; age 565, 
married, 2 children school age; address 
“W., 5125,” care of JC-K. 





TOP DIAMOND SALESMAN; West 
Coast, Midwest territory; many years 


with New York diamond cutter; want 
permanent connection; successful hard 
conscientious worker year round; have 
personal clientele; can furnish top ref- 
erences; address “W., 5145,” care of 
C-K., 





CREDIT JEWELRY STORE Manager 
and Watchmaker, desires to locate in 
Greensboro or Raleigh, N. C.; complete 
all around experience for the past 20 
years; married, age 45; position must 
offer better than average salary and 
future inducements or bonus; can in- 
crease business; address “L., 5128,” 
care of JC-K. 





WATCHMAKER: desires one of follow- 
ing: 1—To work with owner contem- 
plating retirement, with privilege of 
purchasing establishment; 2—Position 
as watchmaker or watchmaker sales- 
man; graduate of Western Penna. Horo- 
logical Institute plus 12 years’ experi- 
ence at bench; sober, reliable, family 
man, very high I1.Q.; excellent sales- 
man; address “M., 5141,” care of 
JC-K. 


—EEE | 





WATCHMAKER;; Certified Master Watch- 
maker now serving as Chief Petty 
Officer, U. S. Navy, will be available 
for position in November; will accept 
position or lease repair dept. in store 
that does quality work only; must be 
located in southern states; have own 
tools and material for modern repair 
dept.: can furnish highest references; 
address “B., 5172,” care of JC-K. 


nt 


SUPERVISOR, MANAGER, BUYER; 
dynamic retail, credit, discount execu- 
tive 86; over 15 years’ solid experience ; 
all phases of business; personable, ag- 
gressive, conscientious; buyer, sales 
supervisor, store manager, merchan- 
diser, promotion, advertising, credit and 
collection ; training personnel, planning ; 
AAA-1 salesman ; comprehensive know!l- 
edge diamonds, watches, jewelry and 
allied products; capable of setting up 
business from A to Z; top buying con- 
tacts; traffic getting ideas; married, 3 
children; wants permanent association 
where results are the By-Word, with 
a rewarding program for diligence, 
loyalty and production; West Coast 
preferred; available July 15th; resolve 
your problem; address “S., 5151,” care 
of J : 
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SEEKING REPUTABLE, well known side 
line, Texas area; now selling rated 
jewelers; write full details; address 
“F’., 6155,” care of JC-K. 


Lines Wanted 








SALESMAN; I have many active ac- 
counts in New York and neighboring 
states; now open for strong competi- 
tive line; address “G., 5074,” care of 
JC-K 


—— 


SALESMAN: Southeastern States: well 
known to finer jewelers and gift shops, 
wants a good companion line to a gold 
filled jewelry line; address “R., 4998,” 
care of JC-K. 








SALESMAN, with Los Angeles showroom 
open for cultured pear! line to jobbers, 
department stores and jewelers: estab- 
lished 20 years; address “H., 5121,” 
care of JC-K. 








——_————~ 


SALESMAN with enviable record, 
seeking fine gold or diamond line 
to supplement quality watch line; 
local New York, New Jersey, New 
England & Penna. area. Address, 

“504,” eare of JC-K, 





WEST COAST representation avail- 
able; successful salesman now call- 
ing on better jewelers, seeking addi- 
tional line; will consider reputable 
manufacturers only; address, “H, 


9055,” care of JC-K. 








BOSTON AND NEW ENGLAND factory 
representative with excellent following, 
who knows silver, wants established 
quality plated hollowware line: now 
handling well-known strong line; ad- 
dress “O., 5159,” care of JC-K. 








BOSTON AND NEW ENGLAND factory 
representative, with top following 
among all classes of retail trade, wants 
established manufacturers line: con- 
stant and broad coverage assured; best 
i meal address “M., 5158,” care of 

C-K. 





TEXAS, OKLAHOMA, LOUISIANA, 
NEW MEXICO AND ARKANSAS rep- 
resentation available; Write TOLA 
Tumbleweeds, Southwestern Gift and 
Jewelry Traveling Men's Association, 
c/o David A. Shapiro, Executive Di- 
rector, The Dallas Trade Mart, 2100 
Stemmons Freeway, Dallas 7, Texas. 


a ee ed 
Side Lines 


MANUFACTURERS of complete gold 
wedding ring line; nation wide mail 
order following; commission basis; ad- 
dress “K., 4745,” care of JC-K. 














SALESMAN to carry small but fine line 
of 14K hand made bracelets for manu- 
facturer ; commission basis; address “C., 
5154,”" care of JC-K. 





SALESMAN covering New England 
states to handle manufacturers top 
line of 14K charms, movable, etc.; 


state full particulars; catalog; ad- 
dress, “M., 5171,” care of JC-K. 





WANTED: SALESMAN with retail fol- 
lowing in Midwest to carry small estab- 
lished line of 14 Karat gold watch at- 
tachments and pendants; address ‘M., 
5173," care of JC-K. 








MIDWEST TERRITORY open for ex- 
perienced man, to carry fine gold 
jewelry line in well established area; 
excellent opportunity for right man 
to join top notch firm; commission; 


“C., 5134,” care of JC-K. 


address, 
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SALESMEN, all territories; short line, 
4 sizes, top quality sterling silver 
picture frames, wide borders, plain 
design; one frame sample; commis- 
sion; address, “H., 5136,” care 


JC-K. 





SALESMAN; New England; well es- 
tablished; wants short line, good 
quality, ladies’ gold filled costume 
jewelry; designing very important; 
commission basis; address, “H., 


5137.” eare of JC-K. 





SALESMEN with established territory, to 
carry a popular priced gold ring line; 
commission; state experience, territory 
and references; SCHWARTZ JEWEL- 

RY CoO., INC., 850 Elk St., Buffalo 10, 
rm & 


+ . 





SALESMEN, established following among 
jobbers and chain stores to carry a 
popular priced gold ring line; state ex- 
perience, territory, references; drawing 
against commission; address “‘C., 4740,” 
care of JC- 





SALESMEN calling on retail stores can 
increase their earnings by carrying 
an excellent line of jewelry boxes; 
straight commission basis; non-con- 
flicting side lines acceptable; ad- 
vise territory you cover; address, 
“M., 5065,” care of JC-K. 





SALESMAN for Chicago & Milwaukee 
area; exceptional briefcase size line of 
leather watch straps; over 200 active 
accounts; also need Texas & Southern 
California representative; WINDSOR 
WATCH STRAP CO., P. O. Box 443, 
Rock Isiand, Illinois. 





MAN WITH FOLLOWING for New 
England to carry our trade marked 
line of ladies’ gold filled and sterling 
costume jewelry ; beautifully packaged ; 
selling direct to the retailer on com- 
mission; established territory; BERT 
MARKS CO., 131 Washington St., 
Providence, R. I. 





SALESMAN to represent manufacturer 
and diamond importer with proven 
powerful diamond ring promotional 
packages and nationally famous 
wedding ring line; liberal commis- 
sion; extraordinary fall program; 
replies confidential; address, “L., 


5131.” care JC-K. 





SALESMEN (1) For Kentucky and Ten- 
nessee and (1) for Ohio, West Virginia 
and Penna. excluding Phila.: blanket 
coverage ; to sell America’s most widely 
accepted popularly priced complete 
watch band line in gold filled and stain- 
less steel; made in the U. S. A.: di- 
rectly to retailers; our watch bands, 
idents, neckchains and straps are na- 
tionally known and universally ac- 
cepted; address “E., 5132,” care of 





COSTUME JEWELRY manufacturer 
selling direct to retail stores for 
over 10 years, now revising terri- 
tories; wants only experienced men 
calling on retail jewelry and spe- 
cialty shops; we have a 2-case line 
and pay 12% commission; we are 
one of the top manufacturers of 
prong set rhinestone and colored 
stone merchandise; also beaded 
and manipulated goods; will con- 
sider only men with previous expe- 
rience selling costume jewelry; give 
full details as to territory covered 
and firms worked for, etc.; address, 

L., 4974,” care of JC-K. 























Help Wanted 


AGGRESSIVE SALESMAN for Mich- 
igan, Ohio & West Virginia to rep- 
resent very large well known New 
York ring manufacturer; must be 
promotional-minded; terrific line of 
diamond watches added to diamond 
rings, wedding rings and _ stone 
rings makes this a sure money 
maker for the right man; protected 
territory; liberal draw; hundreds of 
very active accounts in territory; 
confidential; please enclose photo- 
graph; address, “P, 5144, care of 
JC-K. 

EXPERIENCED combination Watchmak- 


er & Engraver for fine store; perma- 
nent; write Box 1016, Mobile, Ala. 














JEWELRY REPAIR MAN, with ability 
to wait on retail trade: give experience 
and salary desired; New York City; 
address “G., 5178,” care of JC-K. 





WATCHMAKER:; experienced and relia- 
ble for fine retail jewelry store located 
in N. W. Conn., permanent job; address 
“M., 5157,” care of JC-K. 


SKILLED CLOCK REPAIRMAN for old 
established store in Indiana City; finest 
working conditions; air conditioned 
shop; write full particulars; address 
‘K., 5129,” care of JC-K. 


JEWELRY REPAIRMAN for independent 
Florida resort shop; November to May, 
all around man; semi-retired man con- 
sidered; address “F., 5168,” care of 
JC-K 











MAN, with retail experience run jewelry 
department: give full details, back- 
ground, experience: any location United 
States; address “G., 5166,” care of 
JC-K. 


WATCHMAKER, experienced; five day 
week: ideal working conditions in 
Northern Ohio City, permanent job; 
state age, experience, salary expected, 
in first letter: address “R., 2165,” care 
of JC-K. 


MANAGER: experienced all phases; fine 
credit operation; salary plus commis- 
sion: excellent opportunity to join 
progressive growing chain; send resume 
and photo; call or write LEROY 
JEWELRY, Charleston, South Carolina. 











SILVER ENGRAVER: excellent opportu- 
nity with one of Virginia’s largest re- 
tail businesses for proficient craftsman ; 
apply in writing, giving experience to 
THALHIMERS EMPLOYMENT OF- 
FICE, Richmond, Virginia. 


WANTED: A-l sales representative 
for Midwest and South; for ladies’ 
14K gold dinner, wedding rings and 
S. S, rings; Chicago resident pre- 
ferred and must have highest ref- 
erences; address, “L, 5161,” care 


of JC-K. 
MIDWEST TERRITORY open for ex- 


perienced salesman to carry fine 
gold line of well established na- 
tionally known manufacturer; non- 
conflicting side line agreeable; 
state experience and _ references; 


address, “R, 5162,” care of JC-K. 


SALESMAN calling on Retail Jewelers; 
New England and New York State; 
fine line of gold; gold filled and 
sterling jewelry; established, well 
known advertised line; must have 
following; drawing account; ad- 


dress, “*A, 5177,” care of JC-K. 


JEWELRY SALESMAN; new short 2 
tray specialty line from Germany; will 
pay an extra $10.00 commission on 
every call; all territories open except 
East Coast; GERMAN-AMERICAN 
IMPORT CO., 3033 Hamilton dAve., 
Baltimore 14, Md. 
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SALESMEN; well known diamond ring 
house wishes to add to sales force: for 
the South and Middlewest; liberal com- 
missions, liberal drawing account; one 
with following ; write giving full details 
in first. letter; address “R., 5143,” 
care of JC-K. 





WATCHMAKERS WANTED; we have 4 
openings in our repair department for 
Junior or Senior watchmakers: quality 
watch repairing not production; min- 
imum 6 to 8 watches per day; guar- 
antee $100.00 to $150.00 depending on 
qualifications; write immediately to 
“D., 5156,” care of JC-K. : 








WEST COAST SALESMAN for fine 
exclusive watch line with retail 
jeweler following; liberal living and 
travel! draw; opportunity for per- 
manent position with reputable 
company; full particulars first let- 
ter; send photograph; replies con- 
fidential; address, “F, 4776,” care 
of JC-K, 


EXPERIENCED salesmen to cover II- 
linois, Wisconsin, North & South Da- 
kota, Penna.; MONTROSE Electronic 
and Transistor clocks, leather goods, 
cutlery, housewares, giftwares; many 
accounts established in all territories; 
no house accounts; commission: P. : 
MYERS & CO., Myers Bldg., Mama- 
roneck, N. Y. 
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WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions ; high pay ; 
State age, experience. People’s Watch 
apats Company, 245 23rd St., Toledo, 

lio. 





IMMEDIATE OPENING § for capable 
young man, Management capacity, flare 
for artistic window trimming and dis- 
playing, knowledge of credits and ad- 
vertising; cash and credit operation: 
established 33 years: 100% location: 
salary open; correspondence and com- 
munications held in strict confidence : 
D. KEMPLER, FAY’S JEWELERS 
South Bend, Indiana. ’ 


JEWELER: small Washington, D. C.. 
shop with reputation for excellence in 
hand craftsmanship, requires an addi- 
tional highly skilled platinumsmith- 
goldsmith for special order work: per- 
manent; full time; pleasant working 
conditions; please outline your experi- 
ence and abilities and include vour 
phone number and the hours during 
which you can be reached by phone to 
arrange an interview; address “T,. 
2163,” care of JC-K. 

















eSNG 


WANTED: EXPERIENCED DIA.- 
MOND ASSORTER;; leading Cali- 
fornia diamond ring manufacturer 
seeks an experienced diamond as- 
sorter familiar with all phases of 
the business; ““PERMANENT POSI- 
TION” this position will afford the 
right man top salary, plus an ex- 
cellent opportunity; only a man 
with proven experience need ap- 
ply; write giving fall particulars; 
W. F. SEBEL CO., 315 W. 5th St., 
Los Angeles 13, Calif. 





TOP-FLIGHT SALESMAN wanted for 
Michigan and QOhio; this is your 
lifetime opportunity to join the 
sales foree of America’s leading 
manufacturer of complete line of 
gold rings; hundreds of currently 
active accounts will be yours; fully 
protected territory; liberal draw; 
advise detailed experience in first 
letter; enclose photograph; strictly 
confidential; K. POLISHOOK & 
SON CORP., 216 E. 45 St., New 
York 17, N. Y. 
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NATIONALLY KNOWN DIAMOND 
RING MANUFACTURER is seeking 
a promotionally-minded, hard-hit- 
ting, aggressive traveling salesman; 
capable of earning $20,000 to $30,- 
000 a year; experience as a dia- 
mond ring salesman not required; 
this man must have a definite fol- 
lowing among the retailers, coupled 
with a sincere desire to make a 
permanent “PROFITABLE” con- 
nection, If you are this man, write, 
giving full particulars and territory 
references to W. F. SEBEL CO., 
ne 4 W. Sth St., Los Angeles 13, 
Calif. 





DYNAMIC LINE for jewelry salesmen ; 
retail following: sell patented Vari- 
Gem ladies’ and gents’ gold stone ring 
line with the amazing interchangeable 
stones; exclusive feature, retailer him- 
self can switch & set a variety of 
stones in a Vari-Gem ring in 60 sec- 
onds .. . increases sales .. reduces 
inventory ; compact line; excellent com- 
mission ; territories open: Illinois, 
Southern Wisconsin, Michigan, North 
Carolina, South Carolina, Georgia, New 
England, New York State, Penna. (ex- 
cluding metropolitan Phila.) DAVID 
PFEFFER CoO., INC., 106 Fulton St., 
New York 38, N. Y. 


For Sale 


Stores, Stocks and Businesses 











JEWELRY STORE; Miami, Fla.:; 100% 
location: 5 years; address ‘P., 5064,” 
care of JC-K. 





WATCH REPAIR & Jewelry concession 
in large department store, central 
Mass.; carrying silverware, watches, 
etc.;: small inventory; address “B., 
5152,” care of JC-K. 





JEWELRY STORE, FOR SALE; can re- 
duce stock, fixtures $1,500; only Watch- 
maker in S. Carolina town 2500 popu- 
lation; address “S., 5133,” care of 
JC-K. 





JEWELRY STORE, MICHIGAN; same 
location 40 years; must sell because 
of ill health: good opportunity for 
watchmaker: $10,000; can reduce; ad- 
dress “R., 5130,” care of JC-K. 





$10,000 WILL GIVE YOU a good going 
jewelry store, established 17 years; lo- 
cation, Los Angeles; ideal suburb; top 
lines, clean stock; retiring; address “B., 
5122,” care of JC-K. 

JEWELRY STORE; East Central Penna. ; 

pop. over 6000; no competition; $6,000- 

jewelry stock fixtures; excellent loca- 

tion: low rent; address “G., 5149,” care 

of JC-K. 








OPPORTUNITY for some individual to 
take over successfu! modern credit jew- 
elry store; same location 35 years; 
Central Ohio; address “K., 5153,” care 
of JC-K. 

HARTFORD, CONN.: cash store, same 
location 20 years; air conditioned, clean 
stock, reasonable rent; cost of inven- 
tory only, under $10,000; watchmakers 
opportunity ; can reduce inventory; ad- 
dress “H., 5150,” care of JC-K. 








JEWELRY STORE: established 9 years, 
fully equipped, large repair business; 
located in Lansing, Illinois, 20 miles 
south of Chicago’s Loop; must sell due 
to death of husband; MRS. WINANDA 
BEUGEL, 18116 Torrence Ave.. Lans- 
ing, Illinois. 


SAN FRANCISCO BAY AREA; one of 
California’s finest and most rep- 
utable jewelry stores; store in hands 
of original founders family for 
over 61 years; inventory clean and 
balanced; major lines only; owner 
retiring; priced $25,000; address, 
“CG, 5139,” care of JC-K. 








PAWNSHOP-JEWELRY STORE; own- 
er’s death requires immediate action ; 
only business of its kind in Bergen 
Co., N. J.; established many years, new 
store, new fixtures, air-conditioned, fin- 
est location ; ie Sana buy; address “F., 


‘ 


5181,” care of JC- 





ESTABLISHED JEWELRY STORE, 
Southwest side of Chicago; widow, 
must sell inventory; modern fixtures, 
air conditioned; living quarters, 2 car 
garage; excellent repair dept.; Paulson 
Time-o-graph cleaning machine, crystal 
cabinet; $35,000; address “L., 5189,” 
care of JC-K. 


ESTABLISHED JEWELRY STORE, 
Northwest of Chicago, in a suburb of 
35,000: new modern fixtures, air condi- 
tioned: carrying all leading franchises 
china, sterling and watches; doing $99,- 
000 yearly and in a fast growing area; 
owner wishes to retire: terms to the 
right party; address “O., 5124,” care 
of JC-K. 

IEFWELRY STORE, TO SETTLE ES- 
TATE: completely modern, air-condi- 
tioned store located at Newburgh, 
N. Y.: good location, fine, clean inven- 
tory, excellent reputation throughout 
large trade area since 1932; inventory 
and fixtures appraised at $62,000; in- 
spection by appointment only; offers 
must be in writing: terms cash, 10% 
down, balance on closing; for appoint- 
ment telephone ROBERT WACK, NEw- 
burgh 4280, or write 172 Broadway, 
Newburgh, N. 


MID DELAWARE jewelry store; pop- 
ulation of 5000; trading area of 
0,000; must sell: dissolving part- 
nership; will sacrifice for immediate 
sale; fixtures, safe, cases, lighting, 
ete. go with attractive store: lon< 
lease; $100 mo. rent: established 
50 years; volume $40,000; have re- 
duced inventory to $6100 which is 
selling price for EVERYTHING: 
only those interested in an excellent 
going business at a sacrifice price 
need apply: MUST BE SOLD IM- 
MEDIATELY; address, “S, 5174,” 
eare of JC-K. 











For Sale 


Tools, Equipment 








$125 complete, Lorch Smith lathe, 20 
American chucks, tail stock and motor, 
rheostat and Levin staking tool: ad- 
dress “K., 5170,” care of JC-K. 





BEAUTIFUL LEATHER Jewelry Case, 7 
compartments ; compartments (for 
watches, 3 for rings, 1 for lighters; 
other miscellaneous items: write to Mr. 
Ben H. Lurie, 3365 Kildare Rd., Cleve- 
land Hts. 18, Ohio for additional in- 
formation. 


Business Opportunities 





SELL STORE? GORDON BROTH- 
ERS! Our reputation is your cer- 
tainty . .. of maximum price, 
speed, reliability, facilities to meet 
individual needs. Oldest and largest 
cash buyers in the country. See ads 


below. 
LIOQUIDATE? GORDON BROTHERS! 


Flat sale or auction, prestige or 
volume operation ... give your 
sale on commission basis, the bene- 
fit of our 54 years experience and 
extensive organization. See ad 
below. 


CONSULT GORDON BROTHERS! 
America’s most complete service in 
cash buying and liquidating jewelry 
stores and stocks, Consult us on any 
phase without obligation. 38 Brom- 
field St., Boston. Hancock 6-3233. 
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ANTHONY J. GREGORY, auctioneer, 
6748 No. Ashland; Briargate 4-7303, 
Chicago 26, Iil. 





AMERICA’S best known jewelry auc- 
tioneer; over forty years in this pub- 
lication as an advertiser; Thomas J. 
Faussett, 521 Fleming St., Howell, 
Michigan. See page 132. 





Reduce stock or liquidate 
completely ; experienced, capable; best 
references: write or call for details; 
Ww. Cc. HALES, Auction Sales Service, 
461 S. Adams, Lebanon, Missouri. 


AUCTION: 





CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
other jewelry stocks. Call collect Dear- 
born 2-3407, reference, your bank. 





SAMUEL GANSBERG, INC., will buy 
your surplus or entire stock and fix- 
tures: highest prices paid; bank and 
trade references. Write, 15 Maiden 
Lane, New York, Telephone Rector 2- 
6565. 





BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C.. over 35 years successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad page 124. 





WILSON SALES SYSTEM, 3 Sarre 
Place, Glen Head, Long Island, ; 
sale and management specialists Rt, 
1919; over 1500 jewelers have used our 
services; also buy stores for cash; 
write, wire or telephone ORiole 1-4371. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock, get my offer before selling, it is 
to your advantage: bank and trade 
references. Write 54 Lispenard St., New 
York; telephone Canal 6-5233. 





JEWELERS SALES SERVICE; a pro- 
fessional sales organization § to 
serve you; AUCTION-ACTION; re- 
tail or liquidation; 25 years sales 
experience; your reputation pro- 
tected; immediate cash for store, 
stocks, fixtures; PHONE, WIRE, 
WRITE; 512% S. Main St., Los 
Angeles, Calif.; Phone MAdison 
6-0828. 





DEALERS LIQUIDATION SERVICE; 
The West Coast’s largest specialists 
in AUCTION - CLOSEOUTC 
in AUCTION - ACTION - PROMO- 
TIONAL— CLOSEOUT —RETIRE- 
MENT SALES; cash buyers of en- 
tire inventories and estates; for in- 
formation at absolutely no obliga- 
tion, PHONE—WIRE—WRITE to 
DEALERS LIQUIDATION’ SER- 
VICE, 742 N. Highland, Los Angeles 
38, Calif.; OLeander 5-6496. 





MARTY MILES SALES, INC.; guar- 
antees quick action—cash profits; 
our service costs you nothing; testi- 
monial letters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific 
extra volume of sales profit-wise 
our efforts produce for you; every 
sale is carefully analyzed; plauned 
in advance and is under constant 
supervision of our executive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC,; 910 N. E. 136 St., Miami, 
Fla.; PLaza 7-2973. 





DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100¢ on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE ... WIRE... .-CALL 
COLLECT ... We will come to see 
you in your store at our expense, 
you are under ne obligation; 
SILVERMAN SALES ENTER- 
PRISES, 580 Fifth Ave., N. Y. 36, 
N. Y. Tel. PLaza 7-4693. 


Wanted to Purchase 


SURPLUS? GORDON BROTHERS! 
With our wide outlets, we can use 
your surplus, all of st, whatever it 
is, and pay you more for it. Just 
drop a line or phone collect for de- 
tails, 33 Broomfield St., Boston, 
Hancock 6-3233. 


WANT TO BUY Cash-Credit store New 
Jersey; now doing $30,000 to $100,000 
yearly ; state full particulars; confiden- 
tial; address “G., 5138,” care of JC-K 











WANTED ; used Hermes Jewelry Engrav- 
ing Machine : must be in good shape; 
SHORES JEWELERS, 9721 N. E. 2nd 
Ave., Miami Shores, Fla. 





WILL PURCHASD eee ae 
store; volume $50,000 to $75 Los 
Angeles or San Mateo ceenes' pri all 
details in reply; address ag 5126,” 
care of JC-K. 


WANTED; complete set modern 
jewelry store fixtures; must be mod- 
ern, in excellent condition and 
priced right; send snapshots, price 
and location; MARTIN M. BERN- 
STEIN, Guilford Bldg., Greens- 
boro, N. C. 


OLD GOLD & JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest prices 
for gold, silver, and platinum scrap, 
gold coins, diamonds, gold filled, etc. ; 
for full particulars, write WILMOT” S, 
1067 AD, Bridge, Grand Rapids 4, 
Michigan. 











SELL ’EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return mail 
for all makes and models in trade-in 
watches in any quantity; all shipments 
held intact for your approval; ref. Dun 
& Bradstreet and National Bank of 
Commerce; Cel-Max, Inc., 582 S. Main 
St., Memphis, Tennessee. 





SPOT cash for diamonds, watches 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers’ Board of Trade, 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois, 


Randolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 





Special Order Work and 
Repairs for the Trade 





JEWELRY repairing ; new mountings fur- 
nished ; diamond setting. Harold Jacob- 
son, 29 E. Madison St., Chicago 2, Ill. 





RELIABLE TRADE watch repairing; ex- 
cellent service; electronically timed; 
cases polished; work guaranteed; rea- 
sonable prices: all watches insured; J. 
—, 16 E. Wood St., Norristown, 

a. 


Watch Work, etc., for 
the Trade 


FINE watch repairing for the trade; 7 
work guaranteed for one year; 3 to 
days service; Watchmaker tested; Ae 
sonable prices. A. H. Shierer, Watch- 
maker, 101 S. Marion St., Oak Park, II. 











CHRONOGRAPH, WATCH, CLOCK, VI- 
brograf timed; serving the trade since 
1930: “Quality is our WATCHword” 
KENNETH H. BOGERT, Certified 
Watchmaker, Titusville, New Jersey. 





BOSTON, MASS.;: expert and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service, prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





COMPLICATED watch specialists; fine 
watch repairing to the trade; five days 
service; all watches timed, tested and 
guaranteed ; 
dio Watch Service, 
ware Place, Chicago 11, Ill. 





DEPENDABLE; FAST; ECONOM- 
ICAL; Watches safeguarded in 
Holmes vaults; work Watch Master 
tested; ask for price list or send 
trial order; TICKE TRADE RE- 
PAIRING SERVICE, 962 Flatbush 
Ave., Brooklyn 2, N. Y. 





JEWELRY REPAIRING; special order 
work; stone setting; one-day service on 
sizing ladies’ and men’s rings, 75¢: 
25¢ each agetone. size; WAYNE 
JEWELRY CO 01 Griswold Build- 
ing 1214 Griswold St., Detroit 26, 
Michigan. 


To Let 


STORE AVAILABLE for jeweler and 
watchmaker; will negotiate on reason- 
able rent; see OPTOMETRIST, 4410— 
18th Ave., Brooklyn 4, N. Y. 





Miscellaneous 








WHOLESALE; tumbled stone jewelry; 
full line bracelets, necklaces, pendants, 
key chains, cuff links, ear bobs, bow- 
pins, etc. ; list on request ; open 1 to 6; 
all day Saturday ; DALE LYNE JEW- 
ELRY, 224 Main St., Hackensack, N. J. 





JEWELERS: Have you ever worked on a 
Ladies Gruen Watch, damonds; serial 
watch case markings: 


or N/5181 X:;: contact JOHN D. WATT, 
9951 Belfast Drive, Garden Grove, Cal. 





NON - PROFIT BUYING GROUP inter- 
ested in obtaining a few more new mem- 
ber stores located within 200 miles 
radius of Columbus, Ohio; if you are 
interested in substantial buying bene- 
fits and have a volume of $200,000 or 
more with first class credit contact “T., 
5123,” care of JC-K. 
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Aled Gr Breclueron 


HOW DO YOU FIGURE? 


Says the Congressional Committee Chairman to the 
retail jewelers’ representative: “And how many stores’ 
experience is contained in the data you have just pre- 
sented ?” 

The man from the Jewelry Industry Tax Committee 
replies: “About 200, Sir.” 

To which, the committee chairman (visibly unim- 
pressed) answers: “Thank you. Next witness.” 

This is murder! Not only for the objectives of the 
industry representatives who are trying to get relief from 
the excise tax—but also for you! 

To prevent a disappointing reaction like this, when it 
presents its case for tax relief at Washington this Fall, 
the jewelry industry will need current, authentic in- 
formation from thousands of stores . . . from one-man 
shops, two-man enterprises, large chain organizations, 
traditional stores on Fifth Avenue and Main Street, pro- 
motion-minded stores from all sorts of jewelry 
stores. 

Besides tax relief, there are many reasons why retail 
jewelers need a true picture of what the industry is 
doing. Every store owner or manager of a jewelry store 
can benefit by comparing his own operations with those 
of hundreds of other stores of the same type and size. 

In past years, the Retail Jewelers of America, Inc., 
and its predecessor organizations have compiled figures 
for certain aspects of jewelry store operation, and THE 
JEWELERS’ CIRCULAR-KEYSTONE has also gathered statis- 
tics that showed various activities of retail jewelers. To 
some extent this fact-gathering of other years over- 
lapped, and invariably the resultant information would 
have been more valuable if it had come from a larger 
number of stores. 

Now, for the first time, RJA and JC-K are cooperating 
in a single research project that should be more repre- 
sentative, reliable and useful than any similar research 
of the past. In cost, the RJA-JC-K Retail Jewelry Store 
Survey of 1958 Operational Experience will dwarf all 
such studies of other years or anything which could be 
floated by either RJA or JC-K alone. This cost (for 
preparation, forms, supplies, postage, hundreds of per- 
sonal interviews by research specialists, tabulation and 
analysis) will be shared equally by RJA and JC-K, just 
as the planning has been shared between the Research 
Committee of RJA and the editors of JC-K. 

Chilton Research Services, a professional research 
organization, is conducting the study. Last month it 
mailed questionnaire forms to 3200 jewelry stores in all 
parts of America. The names of these stores were se- 
lected, by scientific method, from the Red Book, in- 
cluding members and non-members of RJA and sub- 
scribers and non-subscribers to JC-K. 

Will this study be worth the investment? Will it 
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result, as hoped, in a truthful picture of the entire retail 
jewelry industry? 

The answer is up to you. Have you received a ques- 
tionnaire through the mail? If you have, be sure to 
answer each question as accurately as you can and return 
the form to Chilton Research Services, 56th and Chest- 
nut Sts., Philadelphia 39, Penna. 

Are you sure that you have not received a question- 
naire by mail? If you have not, then use the buff- 
colored section, starting on page 71 of this issue. Just 
tear it out along the perforated lines, fill in your figures, 
and send all four pages to Chilton Research Services 
without delay. 

You can report figures with complete security. Only 
professional tabulators will see them. Neither RJA nor 
JC-K will have access to the questionnaires. All data 
will be transferred to IBM punch cards and averaged- 
out for hundreds of stores. 

So you have everything to gain, by taking part. 
Actually, it is your responsibility to do so, as a citizen 
of the jewelry industry. And now during the early-sum- 
mer lull—the best of all possible times to perform this 
duty—you owe it to yourself and your livelihood to do 
so. All figures should be in by July 25. Do it now!— 
Today! 


MORE DOLLARS FROM REPAIRS 


More likely than not, the repairman is an introvert. 
He almost has to be. By training, his eyes, hands and 
mind operate during business hours inside the world of 
a 2.5-power loupe. 

Off-duty, he keeps abreast of his craft by reading its 
literature . . . and back he goes, into the microcosm 
where he has been all day. 

The series of articles which begins on page 60 of this 
issue is designed to compensate for some of this intro- 
version. For, after all, the watchmaker and his depart- 
ment must show a profit! This series is intended to 
make craftsmanship more rewarding for both the crafts- 
men themselves and for the jewelers who employ them. 

Most repairmen will be interested in these reports. So 
will most owners and managers. Therefore, beginning 
with this issue and for the next eight issues of JC-K, 
don’t miss one single installment of “How to Make 
More Profits from Your Repair Department.” That's 
another way of saying how you can more easily make 
more money! 
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To be sure of quality, consumers ask for incabloc-equipped watches. Leading 
watch manufacturers and wholesalers have endorsed the consumer advertising 
campaign emphasizing incabloc as the distinguishing feature of quality 
jeweled-lever watches. The incabloc protective system, scientifically engineered 
by The Universal Escapement Ltd. of La Chaux-de-Fonds, Switzerland, 

is sold exclusively for use in jeweled-lever watches. It is the consumers’ guarantee 
that he is buying a precision timepiece. Convert this strong consumer demand 

into jeweled-lever watch sales... feature incabloc in your store and advertising. 
For free sales aids and advertising material write to 


incabloc Corporation + 730 Fifth Avenue - New York 19, N. Y. 











Meet the men behind the new 


melamine dinnerware by ONEIDA 


associates devoted 
time and talent so tirelessly to creating this 
magnificent new dinnerware by Oneida that 
it seems but proper that they share the lime- 
light with their creation, 

Unfortunately, because of an obviously 
faulty camera angle, we can identify them 
only as (top row, I. to r.) Coronation,* 
Winter Song,* Bright Morning,* (second row) 
Enchanted Garden* and Autumn Memory.” 
These are the patterns of C)netdo premicn.* 
On the table are budget-priced Oneida 
patterns, Fortune Tree* and Flowerwood.” 


These men and their 


All seven were selected by your customers 
in thorough market surveys. 

When you visit Booths 2017, 2019 and 
2021 at the Atlantic City Housewares Show, 
we promise to have them (the men) posi- 
tively identified. 

Of course, a far more important reason 
you should visit the Oneida booths is that 
neither words nor photographs can do justice 
to the delicate lines, graceful shapes, rich 
patterns and the exciting blendings of wood, 
metal and other materials in the serving 
dishes. To really appreciate why every one 


calls this dinnerware “elegant as fine silver, 
carefree as stainless,” you've got to see it 
for yourself. Either at the show, or when 
your Oneida wholesaler representative calls. 


ONEIDA SILVERSMITHS 
makers of 
Heirloom” Sterling 
Community* Silverplate 
Oneidacraft* Stainless 


Oneida* Dinnerware 


* TRADEMARKS OF ONEIDA LTD... ONEIDA. NY, 
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